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a Paramount Picture 


PARAMOUNT 





es all dressed up... 


and going places! 


You wouldn't employ a shoddily dressed salesman to sell your 


product. So... why try to sell a quality product with a poorly 


produced motion picture? 


The word QUALITY has always been synonymous with Para- 
mount Pictures. This is just as true with Paramount’s INDUSTRIAL 
PICTURES as feature productions... and it may surprise you to 
learn that Industrial Pictures produced by Paramount are often 


no more costly than what you have been accustomed to paying. 


Your product deserves to be dressed in the best . . . so dress 


it up and start it going places with Paramount. 


Why not call or write today so that we can discuss this with you. 





your seal of success 


PICTURES INC. + 1501 BROADWAY, N. Y. C. «+ INDUSTRIAL FILM DIVISION 
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You Wouldn’t Wrap Your Product in an Old Newspaper .. . 


vo wouldn't think of sending your 
product to market in an old news- 
paper. A quality product deserves a 
quality package! That's why your sales 
story on motion picture film deserves 
Filmosound presentation. Good telling 
is a must of good selling. You may have 
the best line of products in their field. 
You may have the best organized sales 
story. You may have spent hundreds of 
days and dollars in developing your 
business film. It may surround your 
product with enough drama to sell snow- 
balls to the Eskimos. But unless you tell 





PRECISION-MADE BY 


BELL & HOWELL 





your story with a projector that can do 
it justice—much of its effectiveness is 
lost! That’s why your sales story de- 
serves Filmosound presentation. 
Precision-built by the makers of 
Hollywood's professional motion pic- 
ture equipment, Filmosound Projectors 
provide theater-quality sound and pic- 
ture. Filmosound Projectors are famous 
—not for one or two outstanding fea- 
tures—but for the outstanding manner 
in which many fine and exclusive features 


are combined to give you the ultimate 
results. That is what counts. That’s what 
makes Filmosounds first choice among 
the most successful business film users. 
Bell & Howell Company, Chicago; New 
York; Hollywood; London. Est. 1907. 





YOUR SALES STORY 
DESERVES 
FILMOSOUND PRESENTATION 











Only FILMOSOUND Projectors 
Give You These New, Improved Features: 


SAFE-LOCK SPROCKETS. Make film 

® threading easier, positively prevent in- 

correct threading, and thus eliminate the 
last possibility of damaging film. 


2 CONSTANT-TENSION TAKE-UP. Elimi- 
= nates take-up troubles at their source. 
A simple device that always automatically 


maintains the correct tension regardless of 
the size of the reel and the amount of film 
on it. 


OSCILLATORY STABILIZER. Prevents 

® those “‘sour’’ notes and distracting 

changes in pitch that can readily ruin a 
good sales presentation. 


MAY WE SEND YOU THIS BOOK WITH OUR COMPLIMENTS? 


FILMOSOUND “‘COMMERCIAL’’“—Choice 
of most business film users. Can be put ' 
into operation in three minutes...is 4 
easily carried . . . and most important 1 
of all, provides theater-quality sound 1‘ 
and picture that you must have to do ' 
justice to your story. 7 
The Filmosound line of projectors '! 
includes a size and type for every need. ' 
Tell us your needs. We make the equip- ! 
ment to meet them. : 
7 

' 

- 

' 

7 


Mail C. 


BELL & HOWELL COMPANY 
1808 Larchmont Avenue, Chicago, Ill. 


() Send 36-page, illustrated booklet: Showman- 
ship, Today's Formula for Selling. 


( ) Send details on Filmosound **Commercial."’ 
Name 
Company 


Address 





City -- 


for “Sh hé, ” 


.-- Title 














































@ Event of the cinema year is the 
New York premiere this month of 
Walt Disney's Fantasia. 
phonic-animation 
first of 
notable for its outstanding pioneer 
A and 


Disney engineers worked together to 


This sym- 
program is the 


the “Cinesymphonies,” is 
ing in sound recording. Ré 


perfect an entirely new system of 
multiple sound reproduction which 
follow 


the screen. 


Music of 


symphonies by 


seems to the characters on 
Stokowski-conducted 
Stravinsky, 


thoven, and other great composers 


Bee- 
is interpreted as never before in 
Technicolor animation on _ the 
screen and reproduced with awe-in- 
spiring beauty by the new “Fanta 
sound” equipment described in these 
some months ago. 430,000 


track 


the recording operations. 


pages 


feet of sound were used in 
This was 
eventually cut and patched into 11.- 
OOO feet. Four tracks reproduce 
each note, keyed to speakers located 
in various sections of the auditori- 
ums. According to RCA engineers 


Fantasia will be limited to only 


twelve theaters in one period, the 
which can be 


maximum number 


equipped at one time. The equip- 
ment and production will be road 


showed on this basis. 
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Reporter-At-Large 
* Last 
to the 


to witness the premiere showing 


MONTH we got invited out 
Swiss Pavilion at the Fair 
(first time in America) of an odor- 
ated talking picture. The voice on 
the phone said that the inventors 
on hand to talk to those 


who were interested. so we got there 


would be 


a half hour early. 
The 


met us near the information booth 


manager of the Pavilion 
and escorted us up to the entrance 
of the little theatre on the second 
floor of the main pavilion, which 
is located directly above the cheese 
department on the main floor be- 
low. At thought that the 
smell about the entrance hall here 


first we 


might be leakage from the theatre, 
maybe the picture was a commer- 
cial, a Swiss cheese epic, but that 
happy thought was soon disspelled 
when the door of the theatre opened 


and out came two gentlemen with 
horn-rimmed spectacles and = a 
scentle waft of scente de Hair 
Grease. That settled it, it would 
have to be a love drama. The two 
ventlemen turned out to be Mes- 
sieurs Hans Laube and _ Robert 


Barth. the inventors of “smellies,” 
who didn’t smell at all when they 
got away from the doorway. M. 
Barth wanted to know if “je parle 
le francais, Vitalien, l’allemagne,” 
and went on to say that neither he 


Oo F 
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(Left) Rear screen projection sets the stage for this “inside 


” 
story” scene 


nor M. Laube had the English. We 
told him that the French of us was 
strictly of the “ecole-haut” variety, 
but we'd be 
at it. 


slad to make a try 
We told them that I thought 
they had a good angle and that it 
ought to be a good thing for a com- 
instance, a 
coffee roasting 
plant or something like that. M. 
Laube said that he thought it would 


mercial show. as for 


run-around in a 


could find 
could un- 
Well, we 


went around asking people if they 


be a good thing if we 
an interpreter. See, we 


derstand him, all right. 


could understand French for a few 
minutes. but by the time we found 
a willing attendant with the French 
the two inventors had gone to their 
appointed posts for the beginning 
of the show. Someone pointed out 
to us that they had gone up ladders 
into the projection booth where the 
located. 
The manager’s secretary said that 


secret odor apparatus is 
it was very secret, that just nobody 


knew how it worked except the 
inventors. 

We all went into the theatre then 
about to start. 
Two vents in the ceiling at the 
to be the 
black 


for several 


as the show was 


rear seemed odorators; 


there was a stain on the 


ceiling feet from each 
vent as if carbon black had been 
The room still had a 
faint trace of cheap perfume about 


blown out. 


AND 


during the production of a recent Castle 


EDUCATIONAL 


film. 


it, although the air conditioning 
was working madly. 
minutes a 


After several 
voice began to speak 
which described the march of the 
cinema down through the ages until 
the odor- 
ated talking picture. The 
drew apart and O.T.P. 
present, My Dream. 


the recent arrival of 
curtain 


began to 


The plot of My Dream is very 
simple: boy meets girl, girl leaves 
boy. and boy chases girl through 
half the smells of 
These are the 


Switzerland. 
smells in order of 


sequence: lilac, cedar, eau de 
cologne, peach, banana, cigarette, 
toilet water, rose, pine, tar, lemon, 
sausage, honey, antiseptic, tea, and 
new Lincoln-Zephyr. Some of the 


smells were first, 
too ‘bad the 
rest were not equally as good. The 


like 


cigarette 


very good; the 


lilac was excellent. 


smelled shoe 
and the 
smoke was entirely unrecognizable. 
This 


the nose was rather strong stuff for 


new motor car 


polish to me, 


constant bombardment upon 
most of the audience and we felt a 
little relieved on getting out in the 
fresh air again. It seems to us 
that 


possibilities in this device, though. 


there are some commercial 
It certainly is a novelty, and if used 
with short reels and with not quite 
so many odors, it ought to create 


R. S. 


interest wherever shown.. 
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BusINEss SCREEN 


y more than ever before, far sighted 


business executives appreciate the 
necessity for dramatizing the contribu- 
tions of their industries to America’s 


high standards of living. 


Sound motion pictures, produced and 





distributed by our organization, have 


proved their merit for this purpose. 





THE TRUE MEASURE OF WHAT WE CAN DO IS FOUND IN WHAT WE HAVE DONE 


Catering to a select clientele 


Te ry ° e who demand distinctive 
Wilding Picture Productions, Ine. ge, outsnaine Sound 
for Commercial Application. 


a a YOR K . Si, Bt LAR Bi ee eS « ORES : Ge Gan 6; 


A G O . HOLLY WOOD 
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LIGHTING 
EXPERTS 


BESIDE the camera and behind the lens, 








lighting experts work in perfect agree- 
ment. Cameramen depend implicitly on 
the ability of Eastman negative films to 
bring out the best in every scene. The 
beauty of modern productions is striking 
evidence of the success of this partnership. 
Eastman Kodak Company, Rochester, N. Y. 


J. E. BRULATOUR, INC., Distributors 





Fort Lee Chicago Holly wood 
PLUS-X SUPER-XX 
for general studio use when little light is available 
BACKGROUND-X 


for backgrounds and general exterior work 


EASTMAN NEGATIVE FILMS 
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LEADING FILM PRODUCERS RECOMMEND DA-LITE SCREENS 


For J. |. Case Company, Burton Holmes Films, Inc.; recently pro- 
duced the interesting slidefilm “Look Behind the Fly Wheel”, a 


scene from which is shown here projected onto a Da-Lite Model B 








reen. To simplify showing it in display rooms, the J. |. Case 
Company suggests to their dealers that they keep permanently on 


a wall ne of Da-Lite's convenient hanging screens. 


“INVARIABLY 


2 ee WE HAVE RECOMMENDED 


s 


REG us PAT. OFF 


In his letter, Mr. Depue of Burton Holmes Films, Inc., 
gives two important reasons why his company invari- 


ably recommends Da-Lite Screens. 

aan Reason No. 1—‘Da-Lite Screens provide the life-like 
brilliancy so essential to professional showmanship.” 
The superior light reflective qualities which make pic- 
tures appear brighter on Da-Lite Screens are the result 
of 31 years of leadership in screen manufacture, dur- 
ing which Da-Lite has continually pioneered important 
improvements. 
Reason No. 2—‘‘Da-Lite Screens have stood up better 
under hard usage.” This is due not only to the selec- 
tion of more durable fabrics that stay bright longer, 
OF a RE a but also to the sturdier construction of the cases and 

: eS other parts of Da-Lite Screen mountings. The Chal- 
lenger, America’s most convenient all-in-one portable 
screen, is especially well built to withstand severe 
treatment. 


roing ounNG movie proagucead by Burt n 


here on a Da-Lite Challeng 


Da-Lite Screens offer many other advantages including 
greater convenience, broader selection of surfaces and 
sizes and styles of mountings. Ask your producer- 
dealer about Da-Lite equipment for your pictures. Write 
for literature: Address Dept. 11B. 


United Air Lines also relies on Burton Holmes Films, Inc. f 
recommendations of screen equipment and has been using 
a 


Da-Lite Screens for many years. At left is a scene from a re 


ent Burton Holmes production ‘United Talks to the Nation. 


DA-LITE SCREEN COMPANY, INC. 


NORTH CRAWFORD AVENUE CHICAGO, ILLINGDIS 
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LOW COST PLUS GREATER ADAPTABILITY bua 
Make the VICTOR ANIMATOPHONE SOUND i 
MOTION PICTURE PROJECTOR the most desirable lat 


equipment of its kind ever built. thy 
simple construction — accessibility of all internal mov- \) 
ing parts are features that make this equipment 
amazingly simple to operate. 


. = 


ANIMATOGRAPH CORPORATION 
Dept. El Davenport, lowa 
CHICAGO NEW YORK CITY 
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CAMERA 


NEWS & COMMENT 
OF THE STUDIOS 


2 xk * 
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(Continued from Page Four) 


“Singing Wheels" Prevued 

* The previewing on October 29th 
of Singing Wheels, the new Auto- 
mobile Manufacturer’s Association 
sound movie on the trucking in- 
dustry, was deeply gratifying to 
the editors of BUSINESS SCREEN. The 
place for such a picture was com- 
mented on in these pages a year 
ago and its use throughout the land 
by trucking operators will do much 
to build goodwill for this often 
misunderstood but vital part of our 
American transportation industry. 
Wilding 
theme of Singing Wheels being the 
truck 
civilian life as well as in national 


was the producer, the 


uses of transportation in 


defense. 


Football Goes Hollywood 

* This year’s football attendance 
that it 
“big business” and in °40 this busi- 


indicates continues to be 
ness was one of the most-publicized 
users of motion pictures. Cornell's 
coach, Carl Snavely, gave the world 
to understand (via the Sat. Eve. 
Post) that the Big Red owed its 
(until Dart- 
painstaking game 
films made and studied each week. 
As a final touch of irony it was the 
film record of the disputed Dart- 
mouth-Cornell 


place near the top 
mouth) to the 


which made 
necessary the forfeit since it plain- 
ly revealed the fifth 
down. 


game 


now-historic 


Yorke’s "New England Tour" 

# Emerson Yorke and crew have 
returned from location shooting in 
northern New England with com- 
pleted footage on the first reel of 
a two-reel Cinecolor film New Eng- 
land Tour which the Yorke Studio 
is producing for national release. 
Burgi Contner, A.S.C., handled the 
cameras on the job assisted by Sid 
Zucker with “Red” Angeven as pro- 
duction contact. 


Personnel Changes: 

* The following personnel changes 
announced: In Audi- 
Vision, Inc., Sumer W. Singer be- 
comes Manager of the Slide-Film 
Division, and G. C. Jones becomes 
Manager of the Motion Picture Divi- 
sion. In Luther Reed, Inc., Henry 
Hobart becomes Vice-President in 
Charge of Sales, and John Butler, 


have been 





formerly with Paramount Pictures, 
becomes Production Manager. 


* Don B. Durian, formerly direc- 
tor of public relations for Public 
Administration Clearing House, 
Chicago, has joined the editorial 
staff of the Jam Handy Organiza- 
tion where he will specialize in 
writing slidefilms used for public 
relations, according to announce- 
ment made by Jamison Handy, 
Mr. Durian has also 
served the Chicago Evening Amer- 
ican as re-write man. 


president. 


Cinecolor Labs Active 


® A. L. McCormick. president of 
Cinecolor, Inc., has announced re- 
ceipt from the Ford Motor Co. of 


an order to “minute 


process 20 
under 100 


show the 


movies —each feet in 


length—to manufacture 


of the 1941 series of Ford and 
Mercury cars. The film was pro- 
duced through Motion Picture 


Advertising Co. of New Orleans, 
with the actual photography done 
in Hollywood by United States 
Motion Pictures. This is Ford’s first 
use of Cinecolor. 

The order followed completion of 
processing of 100 natural color 
prints, both 35mm. and l6mm., of 
a two-reel picture depicting manu- 
facture and use of 
products of E. I. 


various new 
DuPont de 


Nemours Co. Scenes include lab- 
oratory inception of Nylon and 
lucite, actual manufacture and 


drawing out of Nylon threads and 
the making of stockings. Method of 
putting bristles into 
demonstrated, with new 


brushes is 
lucite fur- 


niture and, in the last half-reel, 
Nylon’s color in garments and 


draperies, its costume use from the 
“skin-out,” and the and 
results of fireproofing and water- 
proofing. 


methods 


Processing has also been com- 
pleted on more than 100 prints of a 
two-reel film for Stewart-Warner, 
Betty Puts Her Budget on Ice. Four 
or five of the prints were 35mm., 
the balance 16mm. 


Chesterfield's Theatres 


® The “experiment” on the part 
of Chesterfield to rent a number of 
movie houses in the New York City 
area for continuous free presenta- 
tion have 
turned out pretty well on a quantity 


of Tobaccoland must 
basis because nearly every park 
bench in the town was cleared for 
a few days. The utter lack of se- 
lectivity in the matter of audiences 
should have been apparent earlier 
and for this and other reasons the 
idea was dropped. More successful 
is the regulation road-showing and 
loan of the prints to organizations 
(via Castle Films distribution). 
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What the Intelligent Business Man 


Should Know about Buying 


a Business Film 








PROOF 


If you want proof that Caravel 
Plans get results, check with 


American Can Company 
American Machine and Metals, Inc. 
The Bates Manufacturing Company 

Wallace Barnes Company 

Black & Decker Manufacturing Company 
Cadillac Motors 
Calco Chemical Company, Inc. 
S. H. Camp & Company 
Cluett, Peabody & Company, Inc. 
Congoleum-Nairn, Inc. 
Dictaphone Corporation 
E. I. duPont de Nemours 
Eberhard Faber Pencil Co. 
Ethyl Gasoline Corp.’ 
Godfrey L. Cabot, Inc. 

The B. F. Goodrich Company 
Hart Schaffner & Marx 
Jenkins Bros. 
Johns-Manville Corporation 
Kenwood Mills 
National Biscuit Company 
National Lead Company 
Pepsi-Cola Co. 
Socony-Vacuum Oil Company, Inc. 
Swift & Company 
Talon, Inc. 

The Texas Company 


OR ANY OTHER CARAVEL CLIENT 























NuMBER ONE ¢ 1940 


EFORE an intelligent business man engages a 

group of specialists to prepare an advertising 

campaign, he weighs their ability to create and put 
over ideas. Ideas that will build sales. 


He should be equally discerning when he consid- 
ers engaging specialists to produce a business film. 
For the value of that film, regardless of what he pays, 
will depend on the ideas which that film contains and 
the force with which they are put across! 


Caravel motion picture programs are shaped to a 
single purpose—to build increased sales for the client 
at the lowest cost. All of which calls for broad ex- 
perience, painstaking study, skilled technique... 


For example, a recent Caravel program entailed 
several hundred calls on distributors and dealers, 
coast to coast... then the production of a complete 
sales-building plan: 


—A motion picture to show salesmen and deal- 
ers how to step up their sales, and to spur them 
to enthusiastic action. 


—Slidefilms, sales-manuals, meeting guides and 
other promotional material to insure their con- 
tinued and effective use of the most resultful 
selling methods. 


Summing up, the investment value of a business 
film depends on the experience, the specialized abil- 
ity, the integrity of the men who make it. Weigh those 
factors carefully before you buy! 


CARAVEL FILMS 


INCORPORATED 


New York * 730 Fifth Avenue ¢ Tel. CIrcle 7-6112 
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WOULD YOU PAY 
A PENNY A MINUTE 
EACH FOR THEIR 
UNDIVIDED ATTENTION? 


A penny a minute each to show 
them what you have to sell —to 
tell them about it —to demonstrate 
its uses... 


. that’s what a motion picture backed by an intel- 
ligent plan of showing can do for you... is now 
doing for many others. The “intelligent plan of 
showing” is where we come in to do our job for 
you... the job of showing your picture or pictures 
in any part of the country you specify before any 
audience or audiences you specify, and when you 
specify. That estimated cost of a penny per person 
per minute is liberal. We have screened many 
much less. 


pictures for less... 


mMODERY 
TALKING 





PICTURE 
SERVICE 





























*< 7 
Wes INVESTIGATE ? 
In thirty minutes we can explain how your pic- 
ture can be shown to the right people at the right 
places and in the right way at the right time... at 
a low cost. Call CIrcle 6-0910 or write us now. 

Ne y, 





- MODERN TALKING PICTURE SERVICE, INC. 


9 ROCKEFELLER PLAZA 
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GENERAI 
BEL. 4 rs 4 


@ TAKING THE COLD FIGURES of the 
balance sheet out of the obscurity 
of the annual report to stockholders, 
General Mills, Inc., is meeting the 
company’s owners in a series of 
nation-wide programs, the basic in- 
gredient of which is a new sound 
motion picture The Year's Work. 
Produced under the active auspices 
of Mr. James H. Bell, Chairman 
of the Board of General Mills, the 
motion picture was being shown by 
him personally at each of these dis- 
trict shareholder gatherings held 
during the past month. The idea 
has set a new standard for company 
relations according to comments of 
financial editors and other observers 
who attended the meetings. 

Mr. Bell initiated the practice 
of holding informal stockholder 
meetings for the owners of the 
company last fiscal year (June 1 
to May 31). He sent personal in- 
vitations to all the stockholders 
residing in and around seven major 
cities. These cities were, in order: 
Detroit, September 12; Los Angeles, 
December 8; San Francisco, De- 
cember 11; Chicago, January 15; 
New York, January 18; Minne- 
apolis, February 13; Boston, Feb- 
ruary 20. Mr. Bell personally 
conducted the meetings and_per- 
sonally met and greeted each in- 
dividual 
meetings. 


owner who came to the 

Before the series of meetings last 
year, Mr. Bell wrote: “The stock- 
holders of General Mills, Inc., are 
not just names on a list—but all 
sorts and kinds of American peo- 
ple. We have more holders of just 
a few than before. 
There are many more women stock- 
holders: Most of our stockholders 
are long-term investors, not specu- 
lators. 


shares ever 


As such, they deserve to 
be better acquainted with the op- 
eration and management of their 
company, and with their obliga- 
tions of ownership. I believe that 
personal and informal contacts can 
accomplish much that cannot pos- 
sibly be brought about through 
printed reports. Few stockholders 
are able to attend the annual meet- 
ings at Wilmington, Delaware. 
Therefore, we shall endeavor to 
take our meetings to them, wher- 
ever they are.” 

These conferences took the form 


of friendly 


gatherings at which 
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MILLS 


SETS 


the owner of one share of stock 
was as welcome as the owner of a 
thousand. The affairs of the com- 
pany were discussed in detail; a 
great many questions were asked 
and answered; and the annual re- 
port was explained by the comp- 
troller. Attendance showed a good 
cross-section of the 
stockholders 


company’s 
young and old, men 
and women, urban and rural, guar- 
dians of estates and trustees of hos- 
pitals, universities and other public 
institutions—representing a gener- 
ous percentage, about 30%, of all 
owners living in and around the 
cities visited. Many lingered long 
after the meetings, discussing the 
multiple operations of their com- 
pany with Mr. Bell and sampling 
company products, some for the 
first time. Hundreds wrote letters of 
commendation, expressing thoughts 
similar to those received by Mr. 
Bell in a letter from a New Jersey 
owner: “I am a very small stock- 
holder, but my interest in the wel- 
fare of the organization is as in- 
tense as that of the largest stock- 
holder. The policy of making it 
easy for stockholders to obtain in- 
formation about their company is 
commendable. I congratulate you 
heartily on the meeting just at- 
tended in New York City.” 


Mailed invitations were sent to General Mills stockholders 
before each of the district showings (below) and at the 
showings a souvenir booklet (right) reviewed the general 
theme of the picture and its reflections of company policies 









MILLS, INC. 


see yon 








GENERAL 


A NOTABLE EXAMPLE 


; Ls 
2 INFORMA es 


ay. 
7 cQuMenoRt perree- nme 


In the August issue of the Modern 
Millwheel—General Mills’ publica- 
tion going to all stockholders and 
the fol- 
lowing announcement was made of 
another informal stock- 
holders’ meetings, to be conducted 
by Mr. Bell during October and 
1940: 

“In the hope of increasing the 
widespread interest and benefits of 
last year’s informal conferences, 
Mr. Bell will hold another series 
of meetings in the fall of 1940. 
All stockholders are cordially in- 
vited. Notice will be received di- 
rect from Mr. Bell as to time and 
place of meetings. Those who were 
unable to attend last year are warm- 
ly urged to be present. Several 
new features of particular interest 
to owners are being added, among 
them, for the first time, a motion 
picture especially produced for the 
stockholders’ meetings.” 


employees of the company 


series of 


November, 


Mr. Bell chose the following times 
and places for these 1940 meetings. 
This included the same 
cities visited last year with the ad- 
dition of Washington, D. C.: 


schedule 


Cities Date Invitations 
San Francisco....Oct. 23 310 
Los Angeles........ Oct. 25 225 
Chicago ......... Oct. 30 940 
ba Oct. 31 574 





IN COMPANY RELATIONS 


mi. : , 
Nhns in terfrel bMhe annud blockholders i 








WORK 
Minneapolis ...... Nov. 6 1.550 
Boston .....Nov. 12 1,120 
Washington ........ Nov. 14 562 
New York............ Nov. 19 2.671 
Number of invitations sent....7,952 


Total number of General Mills 
Stockholders: 10,000 


Mr. Bell’s personal invitation to 
owners to attend meetings 
went out fifteen days prior to each 
meeting. An attractive folder, with 
illustrations taken from the stock- 
holders’ motion 


these 


picture, was 
mailed so as to reach owners a few 
days before each meeting, remind- 
ing them to be present. 

At the meetings last year Mr. 
Bell and Ballhorn, 
comptroller of the company, spoke 
briefly to the answered 
questions, informally discussed im- 
portant industrial subjects, and 
chatted with owners. Company 
products were displayed and served. 


Many 


a motion picture might give them 


Gordon C. 


owners, 


stockholders suggested that 


a more graphic idea of the company 
and its activities. Accordingly, 
early in the spring of 1940, Mr. 
Bell set to work on a film especially 
designed to give such a picture to 
General Mills owners. 


He shaped 


(Continued on Page 31) 
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Together They Make a 
Family Success of the 
New Meat Board Film 


@ We SEE two serene and happily 
twittering love birds perched in an 
ornate cage, suspended near an open 
A gentle breeze rustles 
Soft and lilting mu- 
sic drifts in from the background. 


window. 
the curtains. 


From this scene the camera takes 
us smoothly into the smart new 
home, and home life, of the newly 


Dr. William (Bill) Allen, 


Jr.. and Peggy, his beautiful bride. 


Ww edded 


still with two days of honeymoon 
to spare. 

And that’s the setting that intro- 
duces us to Meat and Romance, a 
new 40-minute 
movie produced by the National 
Live Stock and Meat Board. The 
Board is a non-profit organization 


educational sound 


engaged in education and research 
on the subject of meat and, in spon- 
soring this film, it had the colla- 


Peq /V and Bul’s sistey Sue J 


are 
sumer can buy economically and yet improve he 


on thew 





(he Home Economist shows the newlywed and so-very young Mrs. Allen a few tricks of the homemaker’s trade in an 


entertaining sequence from the 


Home 
Economics of the United States De- 
partment of Agriculture. 

The film, of 


course, is to extend the Board’s na- 


boration of the Bureau of 


purpose of the 


tional program of education on the 


selection, cooking, carving, and 


nutritive value of meat. The script 
is strictly educational throughout, 
is based on the most authentic re- 
search and, since the Board repre- 
sents the entire live-stock and meat 
industry, there is no reference to 
brand names. 


way to market to learn how Mrs. Con 


with proper meat selection 
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But back again to the newly-weds 
where things aren’t peaceful and 
undisturbed for long. It’s like 
this. Peggy is lovely and sweet 
and charming 
bride should be, but 
confidential 
Her favorite kitchen ap- 
pliance is a can opener! But you've 


everything a young 
and this is 
she can’t cook worth 
a darn. 
got to give her credit. She’s trying. 
Bill is very patient and under- 
Just give Peggy a few 
weeks’ practice and she'll be cook- 
ing with the best of them! 

But look who’s coming up the 
front walk! It looks like—yes, it 
is! Bill’s father, Dr. William Al- 
and Bill’s sister, Sue, a 
famous home economist who makes 


standing. 


len. Sr.. 


a career of teaching three million 
cook. Of course 
Peggy is glad to see them but, oh 
me—will they stay for dinner? 
Well. if they don’t our plot will 
But they do. 
writer has 


women how to 


vanish in thin air. 


The scenario seen to 
that. So everybody concerned is 
relieved—everybody but Peggy. 
She hasn’t a thing in the house 
to eat and even if she did—vwell. 
she’s never cooked for company be- 


“After 


all.” Peggy whispers aside to Bill, 


fore. And what company! 
“you can’t feed a famous home eco- 
nomist like Sue just anything.” 

But Sue 


her brother 


is understanding like 
Bill. In fact, she’s 
nice about the whole 
She offers to help get the 


downright 
thing. 


Wilding-produced motion picture “Meat and Romance” sponsored by the Meat Board. 


dinner, which takes us effortlessly 
into the first of five sequences that 
make up Meat and Romance. 

With Sue in charge we enter 
McCabe’s Meat Market, so spic and 
span it fairly glistens. For all Peggy 
knows, the only cuts of meat a 
market sells are steaks, chops, and 
But, as Sue and Mr. McCabe 
point out, that’s just like most wo- 
men. And that’s what makes these 
few cuts cost more. 

Most familiar with 
only these few cuts and consequent- 
ly ask for them most of the time. 
Because women compete for these 


roasts. 


women are 


cuts, the price is bound to be higher. 
Actually (and the camera follows 
Mr. McCabe's finger) 
there are scores of other cuts avail- 
able which are just as tender, as 
full of flavor and nutritive value as 
the few better known cuts. 


pointing 


“It's quite a problem,” muses 
McCabe. 
cuts are sold, you still have on hand 
well over half the 
of beef—that women hardly 
ever call for—a wide variety of 
economical meat cuts that are just 
as tender and appetizing as porter- 
house steak or rib roast 


“After these few popular 


sixty per cent 
side 


the same 
thing applies to pork and lamb.” 

But McCabe, willing to give no 
end of service, goes even further. 
The camera gives us a close-up, 
McCabe’s 
skillful hands as he fashions some 


easy-to-follow view of 


. (Continued on Page 30) 
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@ Speciric ai in the technical 
problems of national defense is 
now offered on a large scale by the 
commercial picture industry. The 
commercial screen stands ready to 
aid private industry and the United 
States Army alike in producing 
competent, well trained mechanics 
able to operate and keep in service 
the units of our budding mechan- 
ized forces. 

Confronted as the country is with 
the problem of turning out a mech- 
anized army in the briefest possible 
space of time, the Army is adopting 
a tried and true industrial device 
to educate legions of mechanics. 
This is the method of visual educa- 
tion known as the slidefilm— a 
strip of motion picture film on 
which is printed in logical order 
a number of titles, subtitles. pic- 
tures, illustrations 
which tell a complete story. 


diagrams and 


Industry and vocational classes, 
too, are expected to increase the 
use of mechanics’ training course 
slidefilms in order to produce 
enough service men for automotive 
units. No sufficient body of civilian 
mechanics exists today, both for 
the Army and an expanding in- 
dustry, and the quickest way to 
produce them is to show in pic- 
tured and diagrammatic form the 
principles of automotive mechanics. 
Thus they see operating interiors, 
hidden and mechanical 
parts with which they are unfa- 
miliar. Germany has 
method 


invisible 


used this 
to striking advantage in 
the instruction of her Panzer units. 

The Motor Transport Division 
of the United States Army Quar- 
termaster Corps has taken the slide- 
film to its heart and is planning to 
use it in the training of the large 


What has been put into soldiers’ heads via slidefilms 
is put to use in the shops immediately 


Holabird Quartermaster Depot, 
Umited States Army Moto» 


Maryland. 
Transport Schools use 
similar visual methods to speed up mechanized training 


FILMS AT THE FRONT 
FOR NATIONAL DEFENSE 


x * * 


New Mechanics Training Course Slidefilm Kits 
Are Basic Training Materials for U. S. Army 


numbers of soldiers who will repair 
and operate trucks, tanks, artillery 
tractors and other instruments of 
war. Ordinarily, large groups of 
men would call for large numbers 
of instructors and an extended pe- 
riod of learning, but with the aid 
of slidefilm the number of men 
who can be handled by one instruc- 
tor is vastly increased and the 
time needed for producing a com- 
petent from 


mechanic shortened 


four years to one—or even less. 
Nor does the instructor, himself, 
need to be an expert, although 
the course is developed and _ pro- 
duced by experts. 

Parenthetically, however, it may 
be well to emphasize that the most 
eficient method of employing this 
instructional 


medium to produce 


This is at used by 
Othe Schools 


United States 


airport tractors and 


am 
iB 


a! Sa gid re veeme7 e 
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This is the mechanics’ training course kit now being 
Army 
Slidefilms show mechanics of trucks, auto- 
mobiles, airplane engines, motorcycles, scout 
other 


the largest number of efficient me- 
chanics in the shortest possible 
time is by organizing a large num- 
ber of small classes, all capable 
of progressing at substantially the 
same rate. 

Advantages of the slidefilm meth- 
od are many. Once a course is 
down on film, it is down forever. 
No small but important detail will 
be forgotten because of the instruc- 
The informa- 
tion and facts of the text will not 
gradually shrink because of the 
monotony of repetition by the in- 
structor. The slidefilm will never 
become tired and impatient with 
a soldier student 


tor’s faulty memory. 


who may be a 
little slow in getting some points. 
The slidefilm is always there in 
its entirety, and can be repeated 


Motor Transport 


cars, 


mechanised equipment 


To see is not only to believe, tt is to know 


means of mechanics’ 





Uncle Sam’s mechanized 
learn from slidefilms as 
school programs are 


forces 
training 
speeded up. 
as many times as is necessary for 
the individual 
comprehend it. 

The automotive slidefilm course 
which is now in use in the Army 
Motor Transport Division is one 
that was developed by the Jam 
Handy Organization with the un- 
oficial cooperation of the instruct- 
ing staff at Camp Holabird, Mary- 
land, and with the help of promi- 
nent automotive engineers from the 


soldier student to 


staffs of automotive manufacturers. 
It is composed of thirty-five sepa- 
rate sidefilms. The thirty-five films 
are divided into five groups. The 
five groups cover basic principles 
and operation of automobile assem- 
bly units. 

Under this broad subject, there 
is demonstrated and explained the 
basic principles underlying internal 
combustion gasoline engines, the 
factors of mobility, general servic- 
ing, and the keeping in good repair 
of internal combustion mobile units. 

Jamison Handy, president of the 
Jam Handy Organization, says of 
the course, “These films consist ex- 
clusively of factual material, free 
from all theatricalities, although 
our best techniques have been used 
to make them interesting and pleas- 
ant to take, as well as clearly edu- 
cational. Needless to say, they are 
totally free from advertising mate- 
rial of any kind or character.” 

The  slidefilm 


because 


came _ into 
American 


being 
industry cried 
out for some method by which it 
could train men quickly, economi- 
cally, and efficiently. Today it is as 
indispensable to industry as it will 

(Continued on Page 31) 


Soldiers 


at Holabird Quartermaster Depot, Maryland, receive 


mstruction 


auto mechanics through the eve by 


training course  slidefilms 
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@ “SINCE WE INSTALLED projection 
equipment in our conference room, 
we're getting more inter-company 
use of our own films and, just as 
important, our employees are see- 
ing sales training and safety films 
from outside sources that have been 
genuinely helpful to all depart- 
ments. We simply wouldn’t have 
taken the time or had the place 
to put on these shows if we hadn't 
done something like this.” 

These remarks, addressed to BUSI- 
NESS SCREEN by the public relations 
director of one of the Midwest's 
top-ranking industrials, summarize 
the gist of similar discussions held 
with other executives. In Chicago, 
for example, such organizations as 
International Standard 
Oil (Indiana), Pure Oil, and many 


Harvester, 


others either have especially de- 
signed theatres or have adapted con- 
ference rooms for the showing of 
film programs. 

In Peoria, the theatre of the Cat- 
erpillar Tractor Company is in con- 
stant use for the showing of the 
Company's own films and for many 
other types of programs for em- 
ployees, salesmen and executives. 
In New York City, a hasty survey 
revealed the existence of such in- 
stallations at the headquarters of- 
United States Steel 
Corporation, J. Walter Thompson 


fices of the 


Company, advertising agency, Gen- 
eral Motors, and other well-known 
These 


layouts range from the use of port- 


users of the film medium. 
able 16 mm. sound machines to 
regular theatrical installations of 
permanent Simplex-RCA units. 
Out in the retail field, one of the 
most interesting developments is 
that of small exhibition rooms in 
connection with the dealer’s sales- 
room. In the illustration (right) a 
splendid example of such promo- 
tion is afforded by the layout set 
up by one aggressive Dodge dealer 
in his place of business. An ade- 
quate space was marked off and 
then dressed up comfortably but 


BUSINESS THEATRES 


inexpensively. With curtains drawn, 
the Little Theatre provides an at- 
tractive dressing for the showroom. 
Inside the Theatre, easy chairs make 
the guests comfortable as the deal- 
er runs off one of his score of 


Dodge films. 





Courtesy 


Dodge 


In the photographic retail trade, 
one of the primary assets of the 
sales-minded dealer is a small pro- 
jection room where he can properly 
demonstrate sound and silent film 
equipment and films to prospective 


customers. Hotels have also found 


(Above) An aggressive Dodge dealer provides this Little Theatre for the show- 


ing of sales and entertainment subjects to his customers 


(Below, left) In Chi- 


ago’s famed Kungsholm Restaurant, one of the world’s finest small theatres has 
cen installed for the use of guests; (right) a typical layout of a small theatre 
ombined with a display room 





it profitable to install theatres for 
the use of sales organizations to 
whom films are now an essential 
part of almost convention 
program. In Chicago, the Stevens 
Hotel has set a notable example. 
Large office buildings have acted 
similarly with theatre facilities now 
available in Chicago at the Field 
Building and at Twenty North 
Wacker Drive. New York’s Chanin 
Building provides one of the world’s 


every 


finest prevue theatres for the use 
of its tenants and other guests. 
Projection equipment for such 
installations has been adequately 
described in the 1940 Equipment 
Review just published by BUSINESS 
SCREEN. 
carpeting, seating and projection 


Soundproofing materials, 


room accessories will be reviewed 
in the BUSINESS THEATRES section 
which will be a special feature of 
an early issue. 


On the Production Scene 
* Completion of a dramatic new 
coler and sound motion picture en- 
titled, The Power Behind the Na- 
which tells the fascinating 
story of bituminous coal and its 


tion, 


meaning to the industry and econ- 
omy of the world, was announced 
this month at Norfolk and Western 
Railway Company headquarters in 
Roanoke, Va. The colorful, 38- 
minute moving picture unravels 
the story of coal in a vivid manner, 
and reveals striking scenes of min- 
ing, processing and preparation of 
coal, transportation and distribu- 
tion, and the uses and countless 
valuable by-products of the “black 
magic” mined along the Norfolk 
and Western. 

* Goodall Worsted Company, man- 
ufacturers of the Palm 
Beach cloth from Palm 
Beach Suits are made—have pro- 
duced a full color 16 mm. sound 
movie. Let Body Breathe 
traces the development of the tex- 


famous 
which 


Your 


tile industry against swift, fas- 
cinating scenes of carding, drawing. 


spinning and weaving. 
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@ CAMPBELL’s nationally-advertised 
soups now appear in a Technicolor 
motion picture recently produced 
for showing to plant visitors as well 
as distribution to club and church 
audiences. 

The picture shows how Camp- 
bell’s Soups are made and how the 
ingredients for Campbell’s Soups 
are secured; it also gives a number 
of unusual recipes calling for the 
use of Campbell’s Soups as an in- 
gredient which can be easily pre- 
pared. Two scenes typify the con- 
tent of this excellent consumer 
movie; one shows Campbell’s expert 
cooks and the kettles where Camp- 
bell’s Soups are blended. The other 
shows the long line of farmers’ 
trucks laden with baskets of toma- 
toes at the Government Grading 
Platforms. The tomatoes for Camp- 
bell’s Soups are graded by repre- 
sentatives of the United States 
Bureau of Agricultural Marketing. 

The picture was produced by Jam 
Handy with Edwin C. Hill doing 
the announcing. It is available to 
women’s clubs and church organi- 
zations (who have their own sound 
projector) simply by writing to the 
Campbell Soup Company; organi- 
zations are asked only to pay re- 
turn postage. 





General Mills shows 


In “Turnover” 
grocers the profit angle in national 
advertising. 


For Retail Grocer Meetings 


* In order to 
agents and 


acquaint jobbers, 
independent retail 
grocers with the scope of the ad- 
vertising media employed, General 
Mills, Inc. has been showing its 
Wilding-produced motion 
picture Turnover to these dealers. 

An enthusiastic reception of the 
film by these groups has already 
been indicated during the first 
months of its use in the field. A 
dramatic portrayal of the advertis- 
ing for Gold Medal Kitchen-tested 
Flour, Wheaties, Kix, Bisquick and 
Softasilk flour shows the influence 
of media on sales. 

The radio medium is particularly 
emphasized and is directed toward 
showing to the grocers how care- 
fully and _ scientifically General 
Mills’ radio shows, most of which 
are daytime shows, are designed to 
sell women—those housewives who 


sound 
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do nearly 90 per cent of the coun- 
The end result of 
course is to show how 


try’s buying. 
this radio 
advertising brings Mrs. Consumer 
into the store, arouses her desire to 
try new delicacies, and creates extra 
Turnover for Mr. Grocer. 


Firestone Shows Consumers 

* One of the comparatively few 
slidefilms produced particularly for 
consumer Bring Them 
Back Alive is further outstanding 
in its accomplishment of point-of- 
sale merchandising. 


showing, 


Dealing with 
Firestone Life Protector Tubes, in- 
tended for retail sales outlets 
throughout the southwest and per- 
haps ultimately for national use, the 
58-frame series shows the safety- 
elements incorporated in the tube’s 
construction, the hazards it will 
in dramatic comparison 
with what may happen to ordinary 
innertubes 


overcome 


gives some worthwhile 
suggestions on safe driving when 
tires are thin, and leads skillfully 
up to the point where an order 
may be obtained by the dealer. 

Because all Firestone retail out- 
lets carry radios and phonographs, 
sound for this slidefilm was re- 
corded at 78, and floor samples are 
utilized in conjunction with the 
showings for customers. F. K. 
Rockett, commercial pioneer, pro- 
duced. 

* + % 

* MacFadden Publications are 
showing The Fight for Freedom 
based on editorial themes orginated 
in Liberty Magazine. Historic 
events forecast by the magazine is 
the theme. Wilding produced. 


DuPont's Rayon Picture 
* One technical-industrial film be- 
ing widely shown this season is 


Fashion’s Favorite, a 33-minute 


FILM PREVUE 


5 


sound program sponsored by the 
Rayon Division of E. I. Du Pont 
de Nemours & Co., Inc. “Technical” 
is, perhaps, not the best descriptive 
word for the film, because, although 
essentially that, actually it avoids 
abstract technical data. As Gilbert 
Miller, in charge of the program 
for Du Pont, says, “This picture is 
especially designed to end confusion 
on the subject of rayon by explain- 
ing what rayon is, how it is made, 
and its chief characteristics from a 
consumer's viewpoint.” This view- 
point has been maintained through- 
out the picture. 

From a production angle the pic- 
ture leaves nothing to be desired; 
the photography is especially note- 
worthy. Throughout the film, 
when basic scientific facts are illus- 
trated, simple laboratory experi- 
ments are performed which give a 


Blending of 


! the familiar Campbell Soups by 
by this scene from the Company’s 


The montage (left) symbolizes the 
camera's wide latitude in “Fashion's 
Favorite,” Caravel-produced movie 
for E. I, DuPont de Nemours & Co. 


* * * 


clear picture of the complex manu- 
facturing processes by which rayon 
is made, and these are shown in 
such a way that a direct compari- 
son is easily seen. 

The very nature of rayon would 
preclude the film from being used 
as an active sales promotion device ; 
rayon, as produced by Du Pont, is 
simply the basic material from 
which consumer’s goods are manu- 
factured and distributed through a 
long line of middle-men. Thus, the 
purpose of the picture is simply an 
educational one, to tell consumers, 
retail clerks, textile students, and 
cleaners and dyers about rayon. In 
the past few months, Fashions Fa- 
vorite has been loaned for showing 
to various colleges and high schools, 
textile and vocational schools, buy- 
ers and retail clerks in department 
stores, and Lions, Rotary, and Ki- 
wanis Clubs all over the country. 
No provision has been made for 
sponsored showings, the film is sim- 
ply available for free loan to those 
stores, organizations 
which have facilities. 
Reports are returned with the film 
after each showing to the Rayon 
Division’s offices in New York from 
which the prints are distributed. We 


schools, or 


projection 


saw some of these: From a leading 
department Milwaukee: 
*... finest film on this subject that 
we have ever presented.” 


store in 


From a 
large department store in San Fran- 
cisco: “Excellent film, the best we 
have seen.” Reports from schools 
indicated: “. . . particularly helpful 
to science classes.” 


(Other “Film Prevues” on Page 22) 


expert cooks is typified 
recently produced Technicolor film. 
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THE FILM TECHNICIAN COMPOSES WITH COLOR, SOUND & OPTICAL EFFECTS 
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Ed. Note: One of the most inter- 
esting pictures of this past year 
from a technical angle was New 
Dimensions, presented in the Chrys- 
ler pavilion at the New York 
World’s Fair. This picture fea- 
tured many photographic tricks, any 
one of which would commend it: 
combining them all, we have to 
marvel at the ingenuity of the mak- 
ers, who have combined (1) stop- 
motion, (2) Technicolor, (3) third- 
dimensional effect, and (4) a beau- 
tifully integrated musical score, into 
one production. Here’s how it was 
done, as told to Business SCREEN 
by Jack Norling, of the producing 
staff. 
* a a 

@ “Our PRosBLeM in producing Neu 
Dimensions was to simulate the 
manufacture of a Plymouth Sedan 
by having each part travel to its 
proper place in the car without vis- 
ible support. We did this in a man- 
ner similar to that method used in 
making an animated cartoon pic- 
ture, except that the assembly of 
the car, as seen in the picture, was 
done with actual standard parts in 
a studio erected at the Plymouth 
plant in Detroit.” Thus the pro- 
ducer summarizes the technical 
problem encountered in the making 
of this feature of the Fair. 

“Each movement was planned in 
advance. First, the music was writ- 
ten and recorded; every beat and 
most notes were marked off on the 
music track and measured exactly 
to the frame to provide the master 
synchronizing data. (The accom- 
panying illustration of the original 
music score shows the basic infor- 


This is the special camera equipment 
by which the first three-dimensional 
all-Technicolor productionwas filmed 





mation required in photographing 
the action.) We followed this music 
score religiously in order to assure 
the maintainance of exact synchro- 
nism throughout the picture. It 
was felt that the type of music used 
should be modern, light and airy. 
and George Steiner, who composed 
the musical score, attained these 
ends without making the music too 
hot, and by injecting effects in sym- 
phonic coloring that fitted in with 
the character of the picture. Again, 
the whole musical conception was 
similar to an animated cartoon.” 
“Our studio was equipped with 
an overhead traveling crane from 
which various parts were suspended 
on thin music wire. The parts were 
moved by means of a remote con- 
trol mechanism so that the operator 
could cause the parts to be shifted 
to any part of the stage, raised and 
lowered. forward and back. and 
sideways. In the car assembly se- 
quence, some of the parts, such as 
the heavy front springs, had to be 
specially prepared. It would have 
been impossible to compress and 
expand these heavy steel springs. 
so it was necessary to make several 
sets of special springs, each pair be- 
ing expanded or contracted a cer- 
tain amount; these pairs were in- 
troduced into the picture for one 
frame, and the next pair for the 
next frame, and so on, giving the 
illusion that the springs seem to 
jump up and down. The parts 
floating through the air in the 
picture were suspended by thin 
music wire, camouflaged so as not 
to register on the film. This meant 
(Continued on Page 34) 


Polaroid lens equipment plus color 
attachments made possible original 
effects achieved in“ New Dimensions” 
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TEN SOUND FILMS 
with subjects 
varying from 
mechanized army 


maneuvers to an- 





cient history are 
listed in the 1941 
program of free sound films avail- 
able for group showings from the 
Dodge Division of the Chrysler Cor- 
poration. No recent arrival on the 
commercial film scene, Dodge has 
been making movies for many years 
but not until the present year has 
there been a program so well-bal- 
anced and up-to-the-minute in its 
entertainment and educational inter- 
est as these ten current films. 

Two of these subjects are very re- 
cent: Army on Wheels and Years of 
Progress. Also in this category is 
Dodge Fluid Drive, a “product” 
story of the new 1941 Dodge trans- 
mission innovation. But most of the 
others are equally new, among them 
Story of Dependability, which shows 
the giant new Dodge truck plant and 


Diesel W heels 


construction and 


Across India, this year’s version of 


i) - 


ENTERTAINMENT AS 


WHEELS: 


across 


\NDI4 


the travel adventure story previous- 
ly told in the thrilling Wheels 
Africa. Produced earlier 
this year but leading in popularity 


Across 


throughout the country is the inspir- 
ing Land of the Free, a 25-minute 
sound film which vividly portrays 
the inherent greatness of America. 

The 
made up of three other subjects, 
Thrill Hunter, which presents the 
daredevil stunt 
Jimmie Lynch, in a 12-minute thril- 
ler; An Evening with Major Bowes, 


balance of the program is 


automobile man. 


another 12-minute subject on a typi- 
cal Bowes broadcast performance 
for Chrysler, and Chance to Lose, a 
1940 edition of the national prize- 
winning safety film. 

Seeing these films, the observer is 
impréssed with the variety of the 
subjects presented and with the un- 
objectionable low minimum of 
“commercial” material. Every one 
of the subjects is an “advertising” 
film, some of them present a factual 
product story, but in no case is the 
credit objectionable or disguised. 
Moreover, the entertainment value 
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WELL AS EDUCATION IN THESE FREE SOUND FILM PROGRAMS 


of each of these is superlatively 
high. Many might well be popular 
theatrical short subjects, although 
their original production intention 
is limited to free audiences through 
schools, clubs, churches, lodges and 
Pic- 


released through 


similar organized gatherings. 
tures have been 
local dealers. 

A deeper impression of the im- 
portance of the entire automobile 
industry to our national existence is 
easily gathered from these subjects. 
Realizing the vital necessity of the 
mass-production assembly line and 
manufacturing methods. citizens can 


take 


meaning out of the performance of 


considerable inspirational 
mechanized equipment at the recent 
Army maneuvers pictured in Army 
on Wheels; in the historical prog- 
ress made by America as reflected 
in Land of the Free. From Years 
of Progress and The Story of De- 
pendability, a similar impression is 
obtained by the reviewer. 

Because the showing of such en- 
tertainment-educational subjects us- 
ually results in large increases in 
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attendance, clubs and lodges find 
them particularly useful. But many 
other groups and schools also con- 
The 


popularity is evi- 


tribute to the total audiences. 
result of this 
denced in the outstanding record 
some of the subjects have already 
built up: for example, Land of the 
Free has already had 2,494 show- 
ings to 1,179,602 persons since its 
W heels 


feross Africa is by far the most 


release earlier this year; 
popular (and the longest in use) 
and since 1937 it has been shown 
23.116 times to 8,143,127 persons. 
In ten days at the Michigan State 
Fair, Army on 
to over 60.000 
theatre 
Dodge. 

Comments from industrial 


Wheels was shown 
persons in a tent 
showing sponsored by 
lead- 
ers and educators alike have been 
enthusiastic. Typical of these is the 
statement by Gardner L. Hart. Su- 
pervisor of Visual Education of the 
Oakland Public Schools, Oakland. 
California, who wrote: 

“We are indeed much indebted to 

(Continued on the next page) 
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YEARS OF 
PROGRESS 


% Army On Wheels, is the latest 
Dodge sound motion picture depict- 
ing fast-moving operation of mechan- 
ized equipment by the new stream- 
lined divisions of the United States 
Army. The film was produced by the 
Dodge truck division of the Chrysler 
Corporation in co-operation with the 
War Department. Taken during re- 
cent practice maneuvers, the film por- 
trays how the modern Army on 
wheels, with 70,000 men in intensive 
training, moves swiftly over many 
square miles of territory. 


% The simple principle of the in- 
vention of the Fluid Drive, what it is, 
what it does, how it works—a clear- 
cut graphic exposition of the Dodge 
Fluid Drive feature in its entirety 

has been embodied in this sound 
motion picture film which is entirely 
a “product” story. Included in this 
‘product” film are footages showing 
the many things done with ease by 
a car equipped with Fluid Drive 
which a car with conventional .type 
of power coupling could not under- 
take. Motordom’s most timely topic. 


% Wheels Across India, is high- 
spotted by many incidents, customs 
and practices that are part of native 
life in litthke known corners of mys- 
terious India and which has never 
before been recorded by the moving 
picture camera. The film is a graphic 
log of the most recent travels of 
world-famous explorer Armand Denis 
and his wife, the former Leila Roose- 
velt. Their last full-length movie, was 
Wheels Across { frica, a box office 


sensation of two years ago. 


% All the thrills and excitement of 
twenty-four perilous months . . a 
journey through jungles by automo- 
bile and trucks . . . has been brought 
to you in the Dodge production 
Wheels Across Africa. Tigers, croco- 
diles, rhinoceros and elephants play 
leading roles—with intimate camera 
studies of smaller denizens of the 
jungle. See the locust plague that 
blots out the sun and consumes all 
in its path! See the surging rush of 
antelope! View pages from the dim 
past in this gripping action film! 


% At a time when science and ma- 
chinery is accelerating the usual pace 
of world change to a breath-taking 
degree, Years of Progress, is a high- 
ly instructive bit of background ma- 
terial—with excellent qualities in its 
own right. Tracing the history of 
invention, engineering and research 
from its earliest beginnings, through 
smoothly accomplished _ transitions 
the film moves to a thrilling climax 
in which audiences are treated to a 
series of behind-the-scenes close-ups 
of wonders of modern engineering. 


REVIEWING THE DODGE PROGRAM 


“ARMY ON WHEELS” 


Type of program: news 
documentary. Running 
time: 30 minutes. Com- 
ment: Timely men’s club 


or lodge subject based on 
new U. S. Army mech- 
anized equipment. 





“DODGE FLUID DRIVE” 
Type of program: product 
story. Running time: 12 


minutes. Comment: a 


fractual presentation of 
the new Dodge Fluid Driv 
equipment. 





"WHEELS ACROSS 
INDIA” 

Type of program: Travel 
adventure. Running Time: 
(short version) 30 min. 
(loger version—70 min.) 
Comment: Ideal for all 
types of audiences. 





“WHEELS ACROSS 
AFRICA” 


Type of program: travel 
adventure. Running time: 
32 minutes. Comment: the 
ever popular African ad- 
venture film ideal for 
every type of audience. 


bh 


“YEARS OF PROGRESS” 
Type of program: Engin- 
eering - science documen- 
tary. Running time: 20 
minutes. Comment: Chrys- 
ler engineering progress 
with background of 


science and invention re- 


viewed. 





Dodge for making this film avail- 
able to us. Our principals, teachers 
and students are very enthusiastic 
about the film. The subject matter 
is exceptionally well chosen and 
beautifully handled. It is high 
instructional value.” 


Serve Both Sponsor 

and Audiences 
* To business sponsors with simi- 
lar problems, the Dodge program 
sets an excellent example of judi- 
cious use of films from the stand- 
point that a film which serves the 
audience serves its sponsor as well. 
The reason for this is simple: every 
one of the long list of motion pic- 
ture that through the years have 
earned for Dodge a unique emin- 
ence in the field has had to qualify 
in certain basic essentials before it 
could come anywhere near ap- 
proaching the production stage. The 
board of strategy that sits in judg- 
ment on ideas and scripts that go 
into Dodge motion pictures has al- 
ways insisted that every production 
be: Ist, informative; 2nd, inter- 
esting; 3rd, entertaining; and 4th, 
educational. 

Making these pictures available 
to many thousands of groups, 
schools and other organizations has 
been constantly simplified. The 
number of Dodge dealer and region- 
al office projectors has been in- 
creased so that projectors are avail- 
able with films for showing by re- 
sponsible groups; many hundreds 
of prints are kept in constant circu- 
lation through the facilities of the 
producer (Wilding) and the vari- 
ous regional offices across the coun- 
try. Many other showings in Dodge 
dealers salesroom, at State Fairs 
and conventions, etc., add impres- 
sively to the audience totals and 
promote attendance at the dealer's 
place of business. 

Every new addition to the pro- 
gram is skillfully promoted through 
local dealers by window posters, 
postcards, handbills, special dis- 
plays and newspaper advertising 
and publicity material. Since the 
basic theme of this article is simply 
that of reviewirig the content of 
these films (the best clue to their 
popularity with audiences) it should 
be noted that the titles and subject 
matter are their own advertisement. 





To Program Chairmen, 
Schools, Etc. 

All pictures reviewed in 
these pages are available for 
showing; address your selec- 
tions to the sponsor, c/o 
Dodge Division, Chrysler 
Corp., 7900 Joseph Campau, 
Detroit, or see your nearby 
Dodge dealer. 
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| WHAT OTHERS SAY | REVIEWING THE DODGE PROGRAM 





from a churchman— 

“America, Land of the Free, is a 
masterpiece in film achievement 
which singularly hits the stride for 
true Americanism in this rather tur- 
bulent hour of our history. So mar- 
velously have you portrayed the 
whole of American life, adventure, 
and romance, that it grips one with 
intense interest and enthusiasm 
which lives long after the showing.” 

H. L. Thatcher, Minister 
Pioneer Methodist Church. 


from a public official— 

“If every person in this country 
could see Land of the Free we would 
be a happier, more contented nation. 
There is no place for unrest where 
people really know what their un- 
counted blessings are. It is a pic- 
ture that is admirably adapted for 
an audience of children and adults.” 

F. W. Coleman 
Mayor of Wichita 
Wichita, Kansas 


from a noted business leader— 
“Truly a thrilling and dramatic 
portrayal of America’s progress, one 
that enhances the natural pride we 
have in.our country and renews our 
determination to preserve its tradi- 
tions of liberty and justice. Land 
of the Free should awaken in the 
public conscience the true meaning 
of being an American.” 
Standish Backus, President. 
Burroughs Adding Machine Co. 


from a publisher— 

“When you consider the events in 
Europe as well as what is going on 
in the U. S. A. at the present time 
it is a very timely and appropriate 
picture. We hope that all the 
school children in the United States 
as well as the adult citizens in this 
country will have the opportunity 
of taking in this picture. The picture 
Land of the Free is well worth any- 
body’s time. If you have anything 
coming up in the future similar to 
this picture, we would be most hap- 
py to accept your invitation to take 
it in.” 

M. M. Levand, President 


Beacon Publishing Company 


from a national journalist— 
“To our way of thinking, Land of 

the Free, Dodge’s new movie, is one 
of the most inspiring pictures a per- 
son could see in these troublous 
times. It is our recommendation 
that all educators and civic organi- 
zation leaders see Land of the Free. 
And that all neighborhood movie 
houses do a service to the country 
by showing the film. Rather a broad 
statement you might say, but we ear- 
nestly think that ‘now is the time to 
sell America’—to Americans for the 
future progress of our already great 
nation.” 

H. S. Walesby 

Automobile Editor 

Hearst Newspapers. 


“LAND OF THE FREE” 


Type of program: news- 
historical review of U. S. 
Running time: 25 minutes. 
Comment: inspiring 
American documentary 
ideal for all types of 


groups. 





“THRILL HUNTER” 
Type of program: adven- 
ture-entertainment short. 
Running time: 12 miutes. 
Comment: Swift - moving 
short subject to round out 
programs espec. adult 
groups. 





“AN EVENING WITH 
MAJOR BOWES” 
Type of program: enter- 
tainment-musical. Running 
time: 12 minutes. Com- 
ment: Popular short on a 
typical Bowes broadcast. 





“THE CHANCE to LOSE” 


Type of program: Safety 
educational. Running 
time: 12 minutes. Com- 
ment: This picture won a 
national safety education 
award. 





“STORY of 
DEPENDABILITY” 
Type of program: Product 
story. Running time: 32 
minutes. Comment: Story 
of new Dodge truck plant 

and Deisel building. 





% America—as few Americans have 
ever seen it—is given graphic por- 
trayal in Land of the Free. The things 
that comprise America — its un- 
matched economic resources, _ its 
growth and development from pio- 


neer days to the modern era of. 


industrial production—these and the 
nation’s scenic grandeur are woven 
together in a dramatic presentation 
that features little “advertising” con- 
tent. The film, in brief, very aptly 
constitutes a moving sermon on the 
American way of life in all its phases. 


% Purely entertainment, the Dodge 
film Thrill Hunter features the 
stunts of Jimmie Lynch, famous 
daredevil driver. About the only 
“commercial” angle is the appear- 
ance of Dodge models in the breath- 
taking sequences which show Lynch 
and his cast of stunt-drivers doing 
the impossible with standard stock 
model cars. The ability of the cars 
to “take it” under the gruelling 
conditions of this thrill show is 
amply demonstrated; the drivers 
fortunately fare equally well. 


% Over 35,000,000 adults _ listen 
every Thursday night to Major 
Edward Bowes when he brings his 
amateurs to America over the radio 
air waves. Since Major Bowes has 
been sponsored by Chrysler Corpo- 
ration only a very small percentage 
have seen him in action. An Evening 
With Major Bowes is a sound mo- 
tion picture that takes you to the 
radio studio in New York for a 
Major Bowes amateur broadcast. In 
this picture you see the program ex- 
actly as it is broadcast on the air. 


% Seeing ourselves as others see us 
is the way that the sound motion pic- 
ture, The Chance to Lose portrays 
America’s driving habits. How easy 
it is to safeguard our families and the 
families of others by observing little 
courtesies of the highway is pictured 

The Chance to Lose. This sound 
picture shows both the right and the 
wrong way to drive and is one of the 
most dramatic sound motion pictures 
issued by Dodge. 


% As if you actually made a trip to 
Detroit—this film takes you on a fast 
moving trip through the mammoth 
new Dodge truck plant covering 
18.94 acres of fenced in area, 658,000 
square feet of floor space, 1,260 feet 
of length of main assembly building 
and 1,000-truck parking facilities. 
The inside story in motion pictures 
of how trucks are built in the Dodge 
truck factory. Here you see the con- 
trol that organizes each of the thou- 
sands of parts, machines, and men 
into a smooth flowing stream. 
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DEPEND ABILIT 


@ ONE OF THE MAJOR PROBLEMS of 
industries which produce films for 
circulation and use 


among schools 


is to provide films which will be 
used widely among schools. One 


of the major problems of schools 
which use films is to secure indus- 
trial films 
classroom use. 


which are suitable for 

With both tnese problems clearly 
in mind, the Radio Corporation of 
America, National Broadcasting 
Company and RCA Manufacturing 
Company combined efforts to pro- 
duce two one-reel films; a story of 
story of radio 
broadcasting. These pictures, Tele- 
vision and 


television and a 


have been 
used before school and other non- 
theatrical 


Air Waves, 
groups totalling more 
2.000.000, and 
prints of each were requested for 
use among 300,000 CCC enrollees 
during the summer of 1940. The 
remarks which follow explain brief- 
ly the plan of operation. 


than twenty-seven 


First of all, it was necessary—as 
in all film production—to determine 
the type of audience to be reached. 
It was decided that the film should 
be built for use in the upper grades, 
junior and senior high schools, prin- 
cipally in general science and radio 
In the case of Television, 
material 


courses. 
technical was reduced to 
minimum essentials and emphasis 
the details of 
broadcasting two typical television 
programs 


was placed upon 
a horse race and a stu- 
dio orchestra. 

fir Waves presented a somewhat 
different problem. The general use 
of radio programs for some twenty 
years has removed the novelty. It 
was necessary, therefore, to put 
much more in the picture than a 
story of program broadcasting. Ac- 
cordingly, the subject is introduced 
with an historical sketch of radio 
utilization during the past twenty 
years. The audience is then taken 
through parts of the famous NBC 
studio tour, where artists and an- 
nouncers work. The final 
third of the reel utilized many of 
the tricks of photography to present 


are at 


in montage sequence all the steps 
and coordinated activities involved 
in the preparation of a big program. 
The final sequence closes with the 
90-piece NBC Symphony Orchestra 
playing the Introduction to Act III 
of Lohengrin. Here, again, the 
montage treatment by Slavko Vor- 
kapich added materially to the in- 
terest value of the film. 

It would seem from the above that 
Television might been neg- 
lected, but such was not the case. It is 
thorough in its treatment of certain 
phases of the subject, limited only 
by the usual limitations of film foot- 


age. 


have 


This brings to mind another 
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INDUSTRIAL FILMS for SCHOOLS 


Some Observations on How to Assure Their Mutual Suecess—by Ellsworth 


Dent, Educational Director, 
very definite limitation of industrial 
films for use among schools—they 
must be brief and to the point. The 
limit of length should be two reels 
(20 minutes), and one-reel subjects 
are preferable. Those who produce 
much longer industrial subjects 
for school use are either pouring 
money down the sink or are pre- 
pared to purchase audiences. 

The distribution of Air Waves 
and Television follows one of the 
simplest procedures. The films were 
produced by Pathe and distribution 
handled nationally by a competent 


Eastern distribution organization. 
Centralized distribution from 


New York was supplemented by 
sub-distribution through the princi- 
pal state and city visual instruction 
bureaus. Los Angeles, for example. 
kept six prints of each film in use 
constantly during the school year. 
The following report from Los An- 
the 
during 


distribution of 
the month of 
May, 1940, and indicates that the 
films were kept rather busy: 


veles covers 


Television 


Copy School Showings Attd. 
1 Central Jr. | 178 
Menlo Avenue y 300 
Nevin Avenue l 255 
Fort Hill l 227 

2 No. Hollywood 
High | 300 
Emerson Jr. | 610 
Vine Street 3 150 
Ross l 507 
3 Coronel 2 500 
Virginia Road 5 209 
Yorkdale l 245 
W oodcrest | 132 
tL Burbank Jr. 5 246 
Ascot Avenue 6 552 
Carson Street ] 163 
Corona 170 
5 San Pedro High 8 360 
Riis High 7 150 


R. C. A. Manufacturing 


Company, Ine. 


Copy School Showings Attd. 
eee a 
Pacific Blvd. ........ 2 SZ 

6 Virgil Jr. . 8 365 
Edison Jr. . 3S Ws 
Berendo Jr. ............. 5 253 
Hyde Park ............05 255 


The above report does not indi- 
cate that the films were 


large groups. 


shown to 
Rather, they were 
made the basis of classroom study 
and discussion, which is greatly to 
Obviously, the Los 
Angeles school system must apply 
rather strict standards to the films 
it uses and industrial films 
contain too much and too blatant 
advertising to be used. 


be preferred. 


many 


Another report, selected at ran- 
dom, covers the distribution of Air 
Waves by the Bureau of Visual 
Teaching, Washington State College. 
during May, 1940: 


4ttd. 


Nezperce Schools... 6 85 


State Exhibitor Showings 


Idaho 


Wash. Raymond Schools 4 230 
Wash. Clarkston Schools 3 120 
Wash. CCC Camp ........... 6 1080 


Here, again, it is evident that the 
film has been used for instructional 
purposes, in the classrooms. 

What do those who use the films 
think of them? 
struction 


All city visual in- 
departments which had 
prints on deposit last year have re- 
quested the return of those prints 
for the current school year; some 
have requested additional 
All the state visual have 
requested the films again, and some 
have requested additional prints to 
meet the demand. We do not have 
audience reaction reports on films 


prints. 
services 


circulated by these agencies, but we 
do receive direct reports covering 
films otherwise distributed. Some of 
these. random. 


selected at might 


illustrate the generally favor- 


well 








able reaction of schools and other 
non-theatrical exhibitors. 
Interestingly enough, there have 
been but few adverse reports. A 
few indicated that the films were too 
short and one criticized the photog- 
raphy in Air Waves, one of the 
best technical jobs ever done by any 
producer! All who have reviewed 
the circulation reports have been 
well pleased with the entire project, 
including those who paid the bill. 
Those who understand the tech- 
niques of production as well as the 
requirements of schools should have 
no difficulty meeting those require- 
ments. On the other hand, those 
who are paying the costs of produc- 
tion and distribution sometimes lose 
sight of the goal and inject film 
material or commentary 
schools cannot accept and the 


which 
net 
results are often disappointing. If 
the industrial film intended 
school use is properly made, 


for 
the 
problem of distribution will become 


secondary, both in worry and in 
expense. 

a 2 ue 
Edicor’s Note: A series of articles 
which began in Business SCREEN 


last year is thus resumed. Another 
in this series looking toward the 
improvement of educational mate- 
rial intended for school showing— 
for the mutual 
and 
early issue. 


benefit of schools 

will in an 
In the meantime your 
suggestions will be appreciated and 
acted upon if you care to address 


sponsors appear 


them to us on this subject. 


New Films Released 
* People Come First is the title of 


a significant new. 16 mm. motion 
picture in color and sound now be- 
the American 


Transit Association to bus and street 


ing distributed by 


railway companies throughout the 
country. The movie is designed for 
a 30-minute showing to local busi- 
ness and civic groups by city tran- 
sit companies. 

People Come First portrays the 
life and growth of American cities, 
and the part played by public trans- 
portation in the daily travels of 
Main theme of the 
picture is that people are more im- 
portant than vehicles, and that all 
sound efforts to correct trafic con- 
gestion must take this fundamental 
fact into account. 


® The official American League 
baseball movie for 1941, Batting 
Around the American League, has 


city people. 


been announced and is available for 
showings after January Ist. Address 
requests to Lew Fonseca, Promo- 
Department, American 
League of Professional Baseball 
Clubs, 310 South Michigan Avenue, 
Chicago. 


tional 
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H. Macy salesmen at 











Mr. J. W. Dunaway, General Sales 
Manager for Cochrane, talks to R. 


meeting described in this issue. 





@ CONSULTATIONS with many retail 
rug buyers and salesmen, as to the 
most needed types of sales training 
material, have resulted in the pro- 
duction of two sound slidefilms in 
color by the Charles P. Cochrane 
Company. The films, recently com- 
pleted, will be shown to groups of 
floor covering salesmen, executives, 


and training directors and decorat- 


ing staffs in leading stores. Meet- 
ings have already been scheduled 
in many stores throughout the 
country. 

The two films, entitled Crafts- 
manship and Sale-ing Orders, are a 
part of the Cochrane Company’s 
program of closer co-operation with 
“the man on the firing line,” the 
retail salesman who is the ultimate 
contact with the consumer. Each 
of the films consumes fifteen min- 
utes on the screen. While each 
film is complete in itself, together 
they tell the full story of the pres- 
entation of quality to the public. 

Craftsmanship, the first slidefilm, 
takes up the quality points of Coch- 
rane floor coverings, a subject 
rather technical in nature, but han- 
dled in a simple and_ practical 
fashion. While many of the scenes 
are laid in the Cochrane mills, the 
film is not in any sense a “tour 
through the factory.” The entire 
emphasis is upon plus-points of 
quality which will provide a useful 
background to the salesman in qual- 
ifying as a floor covering expert in 
his contacts with customers. 

Sale-ing Orders, the second film, 
shows how a typical successful re- 
tail salesman meets the various 
types of customers who provide his 
bread and butter. In the course of 


(Above) Miss Rosemary Fisk, Cochrane’s Retail Merchandising Coun- 
sellor, discusses a film and (below) R. H. Macy salesmen listen atten- 
tively at the recent New York meeting. (Pictures by L. K. Hagaman.) 
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COCHRANE TRAINS RETAIL RUG SALESMEN 


Two New Technicolor Slidefilm Programs Are Presented at Educational Meetings 


the film, the three major customer- 
types are encountered—the newly- 
wed, the woman who is buying rugs 
for replacement, and the customer 
who is moving into a new home. 
The importance of ensemble selling 
is stressed by graphic illustrations 
of period styles of decorations and 
principles of good color harmony. 
Throughout, stress is put upon un- 
derstanding the customer’s individ- 
ual requirements and obtaining full 
information about the home and the 
people who are to live with the rug. 
How selling along these lines results 
in trading-up and in larger unit 
sales is also demonstrated. 


New York Meeting Typical 


Ep. Note: Business SCREEN attend- 
ed a New York showing of the 
Cochrane program for R. H. Macy 
department store salesmen. Here 
are a few notes on a typical train- 
ing program: 

* On October 29th the senior floor 
covering salesmen of the R. H. 
Macy Company met at the New 
York Athletic Club for a dinner 
given by Cochrane. After dinner 
they were taken to the projection 
theatre of the Jam Handy Organi- 
zation at 1775 Broadway where they 
vere welcomed by Mr. J. W. Duna- 
way, General Sales Manager of the 
Cochrane Company. After a few 
words by the Department Manager 
of Macy’s the first picture was 
shown. The pictures, Craftsmanship 
and Sale-ing Orders are adequately 
described above. 

The most interesting feature of 
the meeting was the quiz which fol- 
lowed each picture. Following 
Craftsmanship, Mr. Dunaway called 
for the operator to turn to frame 
No. 17, and asked one of the guests 
to answer a question about how 
Cochrane’s use of stainless steel vats 
made it possible to achieve faster 
and brighter colors. The guest was 
asked by name, not by volunteering. 
Then after this various other frames 
which illustrated certain facts and 
qualities of Cochrane carpets were 
flashed on the screen and other 
salesmen were asked to give the cor- 
rect description of the processes in- 
volved and the selling points of 
these. The value of this was en- 
hanced by calling the salesmen by 
name since each one was anxious to 

(Continued on the next page) 

* % ae 
(Right) Scenes from the Cochrane 
Technicolor slidefilm programs, 
“Craftsmanship” and “Sale-ing Or- 


ders” which illustrate general text 
of these sales training presentations. 


















commission- 
ers, engineers and contractors 
exactly how the Austin-Western 
“99” Power Grader operates, 
Burton Holmes Films, Inc., 
early this year, made for the 
Austin-Western Road Machinery 
Company a 1250 foot sound mo- 
tion picture in Kodachrome. 


This film according to Mr. H. F. 
Barrows, Advertising Manager, 
not only made a tremendous hit 
at the Chicago Road Show but 
“has kept right on doing bigger 
and better things ever since .. . 


We feel that it would be con- 
servative to state that the film 
has been entirely responsible 
for at least ten sales; has been 
largely responsible for another 
ten or fifteen, and has simpli- 
fied and speeded up the making 
of many others... We feel that 
the film is the best advertising 
investment we have ever made.” 


To show highway 


, 


MOTION PICTURES AND SLIDEFILMS ea 


7510 North Ashland Avenue e 
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GET OUR FREE 
REFERENCE 


BOOK and 
MAILING 
LIST CATALOG 


Gives counts and prices on accurate guaranteed 
mailing lists o 1 o| enter- 
rises in the U. S. Wholesal ilers 

Manufacturers by classification and state. Also 
of of individuals such as 
eal men, auto owners, inco.ne lists, etc. 


Write today for your copy 
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R.L.POLK&CO. 


Polk Bidg.— Detroit, Mich. 


Branches in Principal Cities 
World's Largest City Directory Publishers 


Matling List Compilers. Business Statis 
tics. Producers of Direct Mail Advertising. 





We Have Ever Made— 


Chicago 


“The Best Advertising Investment 
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The Austin-Western Road 
Machinery Co.—Aurora, Ill. 


Burton Holmes Films get results 
not only for manufacturers of 
road machinery but for makers 
of glass, steel, farm implements 
and many other products which 
can be sold more efficiently with 
motion pictures or slidefilms. 


If you also want industrial or 
institutional films with more 
selling power, write today for 
suggestions, 


OTHER RECENT BURTON HOLMES 
INDUSTRIAL PRODUCTIONS 


“Power That Pays," 
. ++ for J. 1. Case Company 


“Hitching the Iron Horse," 
. . . for Johnson Motors 


“Yours for the Taking,” 
- » « for the Oil Industry 
“Siren,” 


for the Wisconsin 


-_ 


Conservation Department 


BURTON HOLMES FILMS, INC. 


INDUSTRY 
Telephone ROGers Park 5056 






FILM PREVUES 


Notes on New Pacific 
—by H. L. Mitchell 

* Originally planned to capitalize 
on a widespread interest in aviation, 
and now singularly timely because 
of the even greater concern for na- 
defense, Look to Lockheed 
for Leadership is best characterized 
by one of the commentator’s lines: 
“A success story—modern, exciting, 
typically American.” 

On the theme that “Man is no 
longer earthbound,” this new film, 
opening with a series of sweeping 
panoramas, utilizes a 40-year-old 
print of the Wright Brothers’ first 
takeoff at Kitty Hawk, then goes on 
to picture some of the personalities 
who have established records with 
Lockheed aircraft: Lindbergh, Wil- 
ey Post, Ruth Nichols, Sir Charles 
Kingsford-Smith, Amelia Earhart, 
Howard Hughes. 

One new sequence is yet to come, 
an insert near the close which will 


Review 
Coast Films— 


tional 


show a group of Lockheed bombers 
in formation, and the firm’s newest 
plane, the P-38, which will tell the 
story of the “wings of eagles, wings 
of progress.” 

Music is used judiciously through 
the running of the title, dropping 
out, then, for the typical sounds of 
the industry and the commentator’s 
voice, and resuming near the close 
and carrying through to the end. 
mm. stock and re- 
duced to 16 mm., the film will run 
about a half-hour with the new se- 
quence inserted. Planned for a year 
before 


Shot on 35 


production got underway, 
shooting required two weeks at the 
plant, about three days total in the 
air. 

Shirley C. Burden, Tradefilms 
president, directed. Narration was 


handled by Walter Wise, photogra- 












HOTEL 





An ultra-modern 
hostelry in the 
heart of Chicago 


Emil Eitel-Karl Eitel-Roy Steffen 


Ci 




















phy by Floyd Crosby, aerial photog- 
raphy by Albert Wetzel, editing by 


Gene Milford. Commentator was 
John (Bud) Hiestand, announcer 
for Burns and Allen, and Lucky 
Strike. Herbert E. Dow unit 
manager, Henri Chappellet associ- 
ate producer. 


Rockett Completes 27 


* Frederick K. Rockett, Hollywood 
commercial producer recently com- 
pleted his 27th picture of the past 
year including 14 slidefilms for 
Richfield Oil Co. of California for 
dealer and personnel training, on 
the idea of 
buyer into a steady customer ;” 
for Rio Grande Oil Co. along simi- 
lar lines, and one for Standard Oil 
of California; two for Day and 
Night Water Heater Co., one of 
them in Spanish for South Ameri- 
can promotion; a point-of-sale con- 
sumer slide-film for Firestone Tire 
& Rubber Co.; a motion picture for 
California-Oregon Power Co., insti- 
tutional in scope and giving rate 
justification ; 
pictures for Van Camp Seafood. 


was 


“converting the casual 
two 


and three color motion 


Training Rug Salesmen 
(Continued from the previous page) 


for himself 
atten- 


make good showing 
and consequently paid 
tion to what was going on. 

After a short 
picture was shown. 
to the first picture, 
very light in tone, parts of it were 
quite humorous and got a good 
laugh from the guests. Miss Rose- 
mary Fisk, Retail Merchandising 
Counselor for Cochrane conducted 
the second quiz, which was based on 
selling points. 


more 


recess the second 
As a contrast 
this one was 


The department manager from 
Macy’s closed the meeting by 
pressing his appreciation and ex- 
pressed the keynote of the meeting: 
This coming year most of the carpet 
companies are going to feature to a 
greater extent than ever before floor 
covering which is made of half 
rayon and half wool. Cochrane has 
decided that they will stick to all 
although frankly, it was said 
that it might be necessary to change 
over if the competition cannot be 
met by the quality story which Coch- 
rane tried to get across to the Macy 
salespeople. Macy wants to feature 
all wool, too, he said, and he hoped 
that the salesmen would remember 
what they had learned at this meet- 
ing. 

Meetings have been held in many 
parts of the country on much the 
same basis. Mr. L. K. Hagaman, 
Cochrane’s Sales Promotion Mana- 
ger, has conducted many of these 
meetings. 


ex- 


wool, 
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A NEW FEATURE SECTION OF 
BUSINESS SCREEN DEVOTED T0 
VISUAL IDEAS & PROBLEMS 


Studebaker’s Three-Dimensional presentation at the New York Automobile 
Show was staged in this modern theatre designed by the Ivel Corporation 


CUPS ane 








WITH A NEW 3-DIMENSIONAL PROJECTOR 


@ First GLIMPSED at a series of 
nationally-staged department store 
shows sponsored by Jantzen and 
arranged by W. L. Stensgaard & 
Associates, Chicago display design- 
ers and builders, was the series of 
striking new three - dimensional 
scenes in color which virtually 
“stole the show” from the lovely 
models who paraded the 1940 Jant- 
zen bathing suit line in person. 
Made possible and practical for 
the first time through the perfection 
of the new Real Life Projector by 
the Three-Dimensional Corporation 
of New Holstein, Wisconsin, these 
life-size scenes possess an uncanny 
realism and depth in addition to 
breath-taking color. Shown to ca- 
pacity audiences at eight stores in- 


OO 


Polaroid 
Viewing Filters 
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cluding Marshall Field & Company, 
in Chicago, and Joseph Horne 
(Pittsburgh), Stix-Baer (St. Louis), 
Filene’s (Boston), and Blooming- 
dale’s in New York City, they fea- 
tured ten “product” pictures and 
twenty-three other full-color views 
of travel scenes, etc. 

The projector utilizes the Pola- 
roid principle for its dimensional 
effect (see diagram below) and re- 
quires the use of Polaroid viewers 
by the audience. The unit itself is 
continuous in operation and show- 
ings average about thirty scenes 
each. During the New York World’s 
Fair it was the featured attraction 
of the Canadian National Railways 
exhibit where a 33-scene showing 
Canada’s Enchanted Window pre- 
sented tourist attractions. 

The most recent and 
conclusive demonstration 
of this equipment was 
given at the New York, 
Detroit and Chicago Auto- 
mobile Shows this month. 
At the New York show, 
Studebaker constructed a 
special theatre (see 
above) for a six-minute 
showing and ran up an 
audience total of 33,000 
persons within its doors. 

(Cont. on next page) 
Diagram tlustrates the Pola- 
roid principle of 3-dimension- 
al projection and viewing. 








Notes for Your Idea File: 





NEW EASTMAN REPEATER KODASCOPE: recently 
announced by Eastman Kodak Company provides for 
automatic repeat showings of 16 mm. films with a time 
interval between each showing. Intended especially 
for use in shop windows, exhibition booths and all other 
places where a motion picture is to be shown at regular 
intervals without the continuous attention of an opera- 
tor. Projects any 16 mm. film up to 400 feet or any 
desired part of the film .. . then turns off lamp and re- 
winds itself as the crowd changes . . . and then auto- 
matically opens another projection cycle. No cutting 
or loop splicing of film required; small adhesive rubber 
pads simply pressed into position near start and end of 
the reel. These pass between small rollers and ac- 
tuate electric relays, thus starting or ending the pro- 
jection cycle. Should the film beak or lose its “loop” 
projection stops automatically and immediately, pre- 
venting film damage. Repeater Kodascope is identical 
with Kodascope G plus new repeat mechanism. 


TRANS-LUX NEWS BROADCASTS: used recently in 
the Nash Automobile Show Exhibit designed by lIvel 
Corporation i. becoming increasingly popular as the 
attention of the nation remains focused on late news 
developments here and abroad. Smart exhibit (pictured 
on ‘Auto Show’ page in this number) used newspaper 
pages as background with illuminated news tape pass- 
ing immediately over them. Tieup between ‘News’ 
and the 1940 Nash timely. 


BALOPTICON HITS TWICE: in the Chicago Automo- 
bile show the reliable Bausch & Lomb Balopticon projec- 
tor was used by Nash and Diamond T in continuous dis- 
plays. Nash showed animated technical illustrations of 
its newest mechanical features. Diamond T showed 
equipment in action in the Truck exhibit section. 


WINDOW SHOWS FOR ADLER-ROCHESTER: New 
store window showings being installed by this national- 
advertising manufacturer of quality mens-wear are 
built around a continuous slidefilm showing featuring a 
short dramatic skit. The displays are fully automatic 
with the rear-screen as a centerpiece of the windows. 
DeHaven Iconovisor equipment carried the strips. 
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(Above) The Real Life 3-dimensional Projector used in Studebaker, DeSoto, 
Jantzen, Crane and Elgin showings has been steadily improved during its 
many years of research and technical development. 


THE STUDEBAKER 


* For the first time, the Studebaker 
show at the New York Automobile 


Show presented 


(Below) 


dimensional showings 


three 


Typical of the 


SHOWING 


pictures in color with an accom- 


panying lecture and music syn- 


It is the 
wide variety of subjects presented 


chronized on a recording. 


-dimensional in this 28-scene program that illus- 


new spa pe r adve rtisements 


is the Joseph Horne 


used to annnounce 3- 
department store copy which 


appeared in Pittsburgh papers last year. The viewer shown below illustrates 
how this essential feature may be used as a promotional advertising piece. 













in reality. 
priv ileged to st 








television is to 
enioy 2 thrill 






conduct the 


FIRST PRES 


POLAROID 


LIFE PICTURES . 


Height and wid 
Now. through P 
DEPTH—'s achieve 
Falls, famous gardens, 


objects, and peop : 
This Jatest sci 


10W 


first aeroplane flight. 


Robert B. Brost, 







ENTATION OF 


i inary phy- 
n ordinary photogra 
: THIRD DIMENSION— 
Grand Canyon, Niagara 
s and beauties—places, 


and color—yjust as 
are 


th are provide 
OLAROID, the 
d, and we see the 
bathing beache 
hree dimensions aaa 
entific development, Wit sh 
is to photography wh 
monstration and 
experience OF 


le—in ¢ 


first in Pittsburgh 
-. See this 20-minute de 


adio. c 
rac your first radio 


comparable to 


j will 
Jaroid projector, 


f the Po ° 
tor of lable for questions 


and be avai 


the inven 


demonstration 


Ltr MELVA © VELA Acs 
Soa-RIPPLE 


trate the possibilities of the unit. 

Studebaker’s program opened 
with scenes from American Jubilee, 
the New York World’s Fair show, 
presenting the Studebaker horseless 
carriage; it moves onward through 
a series of historical pictures to the 
present it shows Studebaker 
engineers gathered around a table 
“seeking new ways to build finer, 
more economical 
for you...” 


when 


automobiles 


Breath-taking interior pictures in 
the Studebaker South Bend factory 
show the dynamometer room, a car 
in the “cold room” and the new 
Champion model on a chassis dy- 
One 


of the best scenes is one of pouring 


namometer undergoing tests. 


PRINCIPLES OF THREE 
1. Three Dimension Vision. 

a. Three-dimension vision is the 
natural or lifelike way of seeing. 
Either eye alone sees height and 
width only. When viewing an object 
with both eyes we see it in solid 
form because of the eyes being a 
few inches apart and focusing on a 
point some distance from the body. 
This angle formed by the eyes being 
a few inches apart enables us to see 
the third dimension, or depth. Vision 
in three dimensions is the ability 
to see the relative positions of ob- 
jects accurately. 

b. Most of our present impressions 
of distance and of space arise from 
the fact that we see simultaneously 
with two eyes. The view seen by 
one eye is always slightly different 
from that seen by the other, simply 
because the two eyes do not coincide 
with each other. Through life-long 
experience our brains are trained to 
interpret the minute differences be- 
tween the two views of 
space and distance. 


c. Each eve really sees a different 
view of the subject, since the eyes 
are spaced about 2% inches apart. 
The brain molds the image produced 
by both eyes into a single picture, 
allowing us to perceive depth. This 
phenomena can be easily conceived 
if we look at an object, closing one 
eye, then the other, in which case 
it will at once become apparent that 
the actual field seen by each eye is 
different. 


in terms 


2. Polaroid Light Control. 


Light has two fundamental proper- 
ties. The first of these is the num- 
ber of vibrations per second, or color 
as the layman knows it. The second 
fundamental property of light is the 
in which these vibrations 
occur. Ordinary or unpolarized light 
vibrates in all directions to a plane 
at right angles to the direction of its 
travel. Plane-polarized light is so 
controlled that the vibrations all lie 
given line in this plane. 
Polaroid light control filters consist 
of a lamination of transparent film 
set between pieces The 


direction 


along a 


of glass. 





molten iron from foundry cupolas 
and another shows the pouring of 
cylinder blocks; machine shop, 
body welding, motor assembly line, 
and the “doll-up” line are other 
scenes shown in three-dimension and 


color. 
The program shifts to outdoor 
scenes which introduce the 1941 


Studebaker models in a variety of 
settings, including airport, farm, 
home, campus and tourist locations. 
Colors show the combinations fea- 
tured on the new cars in settings 
which enhance these beautiful tones. 
Viewed in three-dimension, they 
have a quality of realness that 
leaves audiences with a very real 
feeling of pleasure and amazement. 


- DIMENSION PROJECTION 


filling in the sandwich appears to be 
transparent; it forms a matrix for a 
great number of tiny crystals—so 
small that they cannot be seen un- 
der a high-powered microscope—all 
lined up side by side, so that they 
behave like a single large crystal. 
The effect of the Polaroid filter is to 
comb out the vibrations in a light 
wave, so that instead of vibrating 
helter-skelter at all possibie planes 
at right angles to the direction of 
the light wave—the situation which 
exists in ordinary light—the vibra- 
tions are all straightened out and 
vibrating in planes parallel to each 
other. 


3. Method of taking and 

three dimension pictures. 
In taking polaroid three dimension 
pictures, there is no change in the 
taking of the pictures, except that 
two simultaneous pictures are taken 
of the screen, eye-distance apart. 
The camera, in other words, looks 
at the scene just as a pair of human 
eyes would look at it. 


viewing 


In showing, the two views are pro- 
jected on the same screen, one over 
the other. Each image is polarized 
by projection through Polaroid discs, 
set in such a way that the right eye 
image, let us say, reaches the screen 
polarized vertically, while the left 
eye image reaches the screen polar- 
ized horizontally. 

In viewing, the audience, supplied 
with Polaroid with the 
lenses set at corresponding angles, 
sees one image with the left eye, the 
other with the right; each eye sees 
one picture and one picture only. 
The complete—the left 
eye sees what the left eye would 
ordinarily see if it were present at 
the scene of action, and the right 
eye sees what it would see. The 
brain to convert these im- 
pressions into a feeling of depth and 
true realism. When you see Polar- 
oid Three Dimension pictures, they 
will be natural and complete. You 
will feel that the subject is not sim- 
ply visible on the screen but actually 
there and that you could actually 
walk up and touch it. 
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Auto show visitors thronged the 1941 DeSoto three dimensional color showings. 


VISUAL SHOWS GET THE CROWDS 


% Display designers had a field day at the New York, Chicago and Detroit 



































Automobile Shows visited by Business SCREEN’s editorial observers. With 
sleek, shining streamlines of the beautiful 1941 body styles as their inspira- 
tion, the exhibit builders constructed settings that fairly glittered. In many of 
these they found visual presentations of inestimable value, particularly 
because of technical improvements such as Oldsmobile’s Hydra-Matic Drive, 
Chrysler’s Fluid Drive and similar mechanical advances difficult to explain. 

Motion pictures were especially useful in the Plymouth exhibit. When 
observed at Chicago there were four continuous projector units in use and 
attracting numerous watchers for the showing of color sequences of approxi- 
mately three-minutes each. Each of these was displayed above a 194] 
model car on a screen built into the exhibit background. Oldsmobile and 
Hudson also employed motion pictures; both of these particularly empha- 
sized new automatic transmission features. But slide presentations had 
their innings at Chicago and Detroit, with DeSoto’s (at New York it was 
Studebaker) thrilling three-dimensional color Polaroid showing as the key- 
note. Continuous slide projection helped sell 1941 Nash features and a 





similar unit was used by Diamond T for a truck demonstration. In the 
truck exhibits at Chicago and Detroit, Business SCREEN viewed the Dodge 
preparedness sound movie, Army on Wheels, which was shown continuously. 


Packard also employed motion pictures. 





A little different than the rest was the Nash exhibit featuring late news 
flashes projected on the familiar Trans-Lux equipment. One of the cleverest 
of the show, this Ivel-designed exhibit was built around the “news” angle 
with the 194] Nash breaking through a background of newspaper front- 
pages. The Trans-Lux keyboard operator interspersed “commercials” with 


up-to-the-minute news to maintain a high degree of visitor interest. 


(Below) Oldsmobile movies showed the advantages of the Hydra-Matic Drive. 





(Top-above) A portion of the Nash exhibit featuring 


news flashes via Trans-Lux equipment as the keynote of 
. the new Nash model. (Below) Father and son view the 
Hudson motion pictures on a wall screen which was a 


popular feature of the Company's Chicago exhibit. 
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@ With THE 
table one of the most popular ac- 


PHONOGRAPH turn- 
cessories now in use with an in- 
creasing number of 16 mm. sound 
field, BUSINESS 
SCREEN takes note of new records 


projectors in the 


that will keep your record library 
up-to-date. 

Since RCA-Victor and Columbia 
Recording Corporation, two of the 
outstanding producers of discs, also 
make their facilities available for 
33% slidefilm recordings the visual 
director watches with interest the 
techniques and ideas employed in 
the standard field. It might be well 
to mention here that musical re- 
cordings of college songs, marches, 
etc., at slidefilm reproduction speed 
have been made available through 
RCA to open or close the regular 
slidefilm program. R. M. McFar- 
land & Associates, Chicago supplier 
of slidefilm equipment and acces- 
sories, releases a list of such re 
cordings available. 

Here is a selected list of new 
popular and classic records for use 
on standard speed turntables: 


New Classical Discs 

Co_tumBiA Masterworks ALBUMs: 
Sibelius: Symphony No. 2 in D 
Major. (5 12-inch records.) The 
Philharmonic Symphony Orches- 
tra of New York. Complete with 
album, $5.50. 

Rave: Quartet in F: 
String Quartet. (4 
ords. ) 
$4.50. 

Griec: Peer Gynt Suite (No. 1). 
(2 12-inch records.) Complete 
with album, $2.50. London Phil- 
harmonic Orchestra. 

HuMPERDINCK: Hansel & Gretel 
Suite. (3 10-inch records.) Col- 


Budapest 
12-inch rec- 


Complete with album, 


umbia Broadcasting Symphony. 
Complete with album, $2.75. 
Victor Musicat MASTERPIECE AL- 
BUMS: Beethoven: Concerto in D 
Major. Jascha Heifetz, Violinist; 
Arturo Toscanini and the NBC 
Symphony Orchestra. (5 12-inch 
records. ) 
$5.00. 
PICTURES AT AN EXHIBITION (Mous- 
sorgsky-Stokowski) : Leopold Sto- 
kowski and the Philadelphia Or- 
chestra. (4 12-inch 
Complete, $4.50. 


Complete with album, 


records. } 


On the Lighter Side 
POPULAR & SEMI-POPULAR RECORDS 
A CHRISTMAS FANTASIE 

bia): by the Columbia Children’s 

Music-Story 10-inch 
In album, $2.00. 
BARBER SHop Me copies (ideal for 

men’s 


(Colum- 


Group. (3 
records. ) 
groups, etc.): Columbia 
Popular Records. Flat Foot Four. 
Four Records in Album includ- 
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BCORDINGS 


ing Annie Laurie, Old Aunt 
Dinah, Ride Tenderfoot Ride, 
Harbor Lights Yodel, etc. Com- 


plete, $2.50. 

Hoosier Hot Suots (Okeh) : When 
There’s Tears in the Eyes of a 
Potato; Beatrice Fairfax Tell Me 
What to Do: Okeh also lists new 
recordings by The Prairie Ram- 
blers, Ted Daffans’ Texans, Three 
Sharps and Flats excellent pro- 
gram openers for men’s groups. 


meetings, etc. 


Dramatic & Specialties 
* Speaking of 
cialty 


special, the Spe- 
(N.Y.) is now 
distributing new autographed mo- 
of }- 


In the same vein. 


Record Co. 
tion picture star records 
minutes apiece. 
the Linguaphone Institute has cut 
scenes from Walter Wanger pic- 
tures on a series of new discs. 
Columbia’s fine recordings by Or- 


son Welles and the Mercury 


Theatre now include “Macbeth.” 


VEW BOOKS 


@ THE FILM LIBRARY shelves should 
now include the 1940 annual edi- 
tion of the H. W. Wilson publica- 
tion Educational Film Catalog with 
its thorough compilation of educa- 
tional entertainment and industrial 
releases especially for 
school use but equally useful to 





written 


all visual executives. 

Publication of the Filmo Visual 
Review began this fall with the is- 
suance of the first number of this 
youngest member of Bell & Howell’s 
house publication family which in- 
cludes the interesting Filmo Topics, 
Filmo 


Visual Review is edited solely for 


now fourteen years old. 
educators and will be issued quar- 
terly. The first issue contains a 
lead article by W. Gayle Starnes, 
Audio-Visual aids chief of the Uni- 
versity of Kentucky. 

® Here are two interesting and par- 
ticularly useful works which every 
film executive might well add to 


AUDIENCE 
IN © MONTHS 


‘Washington, 


The Shrine of 
American Patriotism” / 


» 
fi 8. 1 4 
<> Jor Baut mone J / 


~ PNO 


7 4 


lhe 
Bellringers 


of 1940 


by 


r 16 Years P 


LOUCKS & NORLING STUDIOS 


245 WEST 55th STREET 


NEW YORK 








his library: 1 SCOUT FOR MOVIE 
TALENT by Clarence M. Shapiro. 
(A. Kroch & Son, Publishers, Chi- 
cago. Price, $1.00.) This 84-page 
paper-jacketed volume by the mid- 
west talent scout for Metro-Gold- 
wyn-Mayer Pictures is directed at 
the would-be movie star but it 
makes good reading for those who 
aspire to appearance in commercial 
motion pictures or slidefilm work. 
From that standpoint, it also makes 
useful reading for those who pre- 
pare and direct films as well. 

The author, a successful play- 
wright and attorney-at-law com- 
bines both talents in making a case 
for the perfection of natural talents 
as the first requisites for film suc- 
cess. As he says “although the 
ability to entertain compellingly is 
usually inborn, its perfection is de- 
veloped solely through persevering 
effort.” 
listed the following chapter sub- 
Physical 
pronounciation, 


In the books contents are 
attributes, voice, 
facial 
posture, movement and action, in- 
terpretation, 


jects: 
expression, 
personality, training 
and experience, audition material 
and, finally, some business obser- 
vations. 

It might be pointed out that the 
book would make an excellent holi- 
day gift—any producer might well 
send it to a client who insists on 
picking the types for his pictures. 


Burnford's Technical Book 
FILMING FOR AMATEURS by Paul 
Burnford A.R.P.S. (Pitman Publ. 
Corp., New York, $3.50). Paul 
Burnford’s wide experience in the 
photographing of natural material 
and his contributions to the field 
of the documentary in England are 
reflected in this volume. Forget 
about the “Amateur” tagline, this 
volume has plenty of good sense 
for the well-worn professional for 
certainly the author has shown us 
plenty of new camera angles in his 
own activities. The book is closely 
integrated with Filming for Ama- 
teurs, an instructive 16 mm. motion 
picture produced under Burnford’s 
direction and available nationally 
from Bell & Howell dealers or from 
this projector manufacturer direct- 
ly through the Chicago offices. 


Townsend's Film Plan 


@ The Townsend Organization has a 
number of slidefilm circuits 
throughout the country, and has 
been in the process of establishing 
a minimum of 100 motion picture 
circuits all over the nation. These 
circuits use the 12,500 Townsend 
Clubs as a nucleus. Each circuit 
covers a group of 20 towns and 
showings are made every night in 
the month. 
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BRILLIANT REALISM IN PROJECTION 


* For black and white or color slides * AC or DC operation 

* Brilliant life-size pictures up to 12 ° Tray capacity, 35 pairs of three 
feet in size dimension slides or 70 conven- 

tional slides. 


¢ Projects any number of slides from 


5 to 35 ¢ Automatic or push-button control 
a ¢ No handling or finger marking of 
¢ 750 watt lamps are standard slides 


*T. M. Reg. U. S. Pat. Off., by Polaroid Corporation 






THE THREE-DIMENSION CORPORATION 


Sales Office: 1162 MERCHANDISE MART, CHICAGO 


Factory: NEW HOLSTEIN, WISCONSIN 
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The NEW Dramatic Way to Show 
True CONTOURS — True TEXTURE 
True COLORS 


To make your exhibit the “Talk of the Convention,” show 
pictures of your products and plants in Three Dimensions. 
Through the miracle of Polaroid” light controlling material and 
the REAL LIFE AUTOMATIC PROJECTOR, pictures with depth 
as well as width and height can now be shown life size. 

“Why it is just like looking through a window at the actual 
scene!” “The most amazing pictures I have ever seen!" ‘You can 
almost feel the texture of that upholstery.”—These were typical 
comments heard at the recent New York, Detroit and Chicago Auto 
Shows, where Polaroid Three Dimension pictures of Studebaker 
and DeSoto cars were shown. In other fields, Polaroid Three 
Dimension pictures of Elgin Watches, the Crane Company plant, 
Jantzen Swimming Suits, and the scenic beauties along the 
Canadian National Railway, have produced equally amazing 
audience reactions. 

All of these Three Dimension pictures are shown life-size by 
the REAL LIFE AUTOMATIC PROJECTOR. This powerful equip- 
ment has ample illumination to bring out the full beauty of colors. 
The pictures can be shown by remote control or by automatic 
projection. The projector can be set to show a tray of from 5 to 
35 pictures automatically at pre-determined intervals and to re- 
peat the entire sequence continuously hour after hour. 

If you want your trade exhibit and traveling shows to be 
outstanding in eye appeal in 1941, send now for full details of this 
dramatic new method of visual presentation and ask for the name 
of the nearest producer-dealer. Use the convenient coupon. 


SEND FOR DETAILS NOW! 


THE THREE DIMENSION CORP. 
Dept. 12-B, 1162 Merchandise Mart 
Chicago, Illinois 





Send complete information on how we can adapt Polaroid Three | 
Dimension Pictures and the REAL LIFE AUTOMATIC PROJECTOR 
to our selling plans in 1941. 
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| 
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Address 


See CS 

















PRODUCTION 





NEW EQUIPMENT 


PROJECTION 








@ Watt Disney’s Fantasia, dis- 
cussed in BUSINESS SCREEN many 
months before this month’s New 


York premiere, marks another great 
forward step in the field of sound 
The “three - 

effects 


through the use of multiple-record- 


reproduction. dimen- 


sional” sound achieved 
ing of sound tracks and synchro- 


nous reproduction on § peakers 
placed to achieve a “space” effect 
be ade- 


in the auditorium cannot 


quately described but must be seen. 


New 35 mm. Color Method 


* Apparently far-reaching in its 
possibilities for reducing produc- 
tion expenses, Cinecolor, Inc., Bur- 


bank, is 


Kodachrome _ to 


now blowing up 16mm. 


smm., using a 
reversal process so that there is no 
grain, and the 35mm. prints are as 
been 
that 
stock. Past the experimental stage, 
this 
done for several producers, accord- 
L. MeCormick. 
Use of a 35mm. sound system and 
track 
for clarity of effect. The principle 


sharp as though they had 


photographed originally on 


work is now actually being 


ing to President A. 


sound is essential, however, 


of Cinecolor’s Dual Amplitude track 


which permits direct proportion 


reduction of the 35 sound track to 
l6mm. is not applicable here. 


FEATURES of 
FILM PROTECTION 


INTERNAL SOFTNESS 
To resist heat and dry air 


EXTERNAL TOUGHNESS 

To resist scratches and stains 
SURFACE LUBRICATION 

T r and sprocket-strain 
IMPREGNATION 


A i al ee | 


o resist 
PERMANENT 


To resist 


SEPARATE 

SEPARATE 

FEATURE FILM PR 
SCRATCHES 

ER MARK 


Better Photo 
VapOrate 


Finishers Offer 
for still 


protection 
negatives. 


VAPORATE CO... INC 
130 W. 46th St 


BELL & HOWELL CO. 
180! Larehment 
Chicago 
716 Ne. La Brea 


New Yerk City Hollywood 
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Records Synchronized 
With Motion Pictures 
* Presto’s new Synchrosound equip- 
available for the ad- 
vanced amateur and for the semi- 


ment is now 


professional reproduction of sound 
with 


films at low cost. 


Recording 
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With the turntable running at 
phonograph speed, each revolution 
causes twelve frames of film to pass 
through the film gate. At transcrip- 
tion speed, twenty-eight frames of 
film pass during each revolution of 
the turntable. Unlike other syn- 
chronizing arrangements which em- 
ploy separate synchronous motors, 
the Syncrosound System locks the 
speed of the film and record to- 
gether instantaneously at the start. 
There can be no difference in the 
starting time of the turntable and 
camera. This is an absolute neces- 


sity for making perfectly synchro- 





Synchrosound reproduction equipment: (1) Unit with Bolex 16 mm. camera; 
(2) with Amprosound projector; (3) Keystone; (4) Filmo 8 mm.; (5) B & H 
16 mm. silent projector; (6) Complete equipment; (7) Turntable unit; (8) 
Turntable & Victor projector; (9) Recorder and dubbing turntable (10) Same 





equipment is synchronized with 
special camera attachments avail- 
able for most 8 and 16 mm. cameras 
and projectors. 

Synchronization between the discs 
and film is accomplished by means 
of two six secment commutators 

The master 


commutator mounts on the turntable 


with revolving brushes. 


shaft making the brush revolve at 
standard phonograph speed (78 
RPM. The turntable unit contains 


a gear train which also revolves the 
brush at 78 RPM when the turntable 
is running at transcription speed 
(33% RPM) the speed used for 
recordings which play fifteen min- 
utes continuously. 

For making pictures, the turn- 
table commutator is connected by 
means of an eight wire cable to an 
unit consist- 
ing of a similar commutator and 


electric camera drive 


revolving brush, a small electric 
motor and a shaft which engages 


with the film moving mechanism of 
the camera. Power is fed to the 
camera motor through the two com- 
time im- 
pulses which keeps the speed of the 
record and 


mutators in a series of 


film in exact relation- 


ship. 


nized talking pictures. 

For projecting pictures, the same 
cable which connects to the camera 
is transferred to a 
which 


commutator 
mounts on the threading 
shaft of the projector. 

Movie makers who do not wish to 
invest in a recorder can have their 
records made at a recording studio. 
Narrative 
sound 


and 
recorded as the 
picture is viewed on the screen and 


comment, music 


effects are 


the records played in synchronism 
at home. The turntable Syncro- 
sound unit can be attached to any 
home phonograph or record playing 
attachment for projecting the sound 
pictures. While it is not possible 
to obtain lip synchronization of di- 
alogue unless the recordings are 
made while the picture is being 
filmed, synchronized sound added 
later to a silent picture adds greatly 
to its entertainment value. 
Syncrosound units are now avail- 
able for Ampro projectors, Bell & 
Howell 8 mm and 16 mm cameras 
and projectors, Bolex cameras, Key- 
stone 8 mm camera and projector 
and the Victor 16 mm camera and 
projector. Units can be supplied 
for other makes on special order. 











Complete Sound Trucks 
Available at Low Cost 


* A fleet of sound trucks 
above), fully equipped for public 


address and sound motion pictures, 


(see 


are now being offered to film show- 
and_ industrialists may 
have use for this type of equipment 
for road-show promotion, 
tising, or educational work. 

The fleet was used by one of the 


men who 


adver- 


major political parties during the 
presidential campaign and was es- 
pecially constructed for that pur- 
pose. Although used a compara- 
tively short time, each truck con- 
tains the following: 

(1) A DeVry “Interpreter” 16 
mm. sound movie projector; (2) 
20-watt DeVry amplifier; (3) elec- 
tric phonograph; (4) 2 dynamic 
microphones and stand; (5) Philco 
auto radio; (6) 6 x 8 beaded roller 
screen; (7) DeVry mixing panel 
for radio, phonograph and micro- 
phone; (8) 3-way horn and speak- 
er assembly on top of trucks; (9) 
films projected from side or rear 
of trucks; and (10) 1500 Watt 
Kohler Generator to operate all of 
the above equipment. 

According to our information. 
these units are available at greatly 
reduced prices and we bring you 
the news for what it’s worth. Ad- 
dress DeVry, 1111 Armitage Ave- 
nue, Chicago, for further details. 


Announce New Screen Line 
* Motion Picture Engineering Com- 


Detroit manufacturers 
designers specializing in commer- 


pany, and 
cial film and photographic appara- 
tus, announce development of a 
new line of portable screens. 
* & & 

* Aupivision, INC. and LUTHER 
REED, INC., announce that effective 
November 1, 1940, the two organ- 
izations will be associated in the 
sale and production of commercial 
motion pictures and __ slidefilms. 
Each company will maintain its 
own identity but will utilize freely 
the staff and facilities of the other 
company. 


Bustness SCREEN 
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EQUIPMENT REVIEW SUPPLEMENT 





Film Shipping Cases 


A most practical and safe way to ship 
or carry film is by the use of Fiberbilt 
cases. The outstanding feature is the 
patented address cardholder which 
gives positive protection from loss while 
in transit. The address card is securely 
locked in place and in order to remove 
the card, raise locking spring and push 
out. The address cards are especially 
divided to give space for express labels 
or postage stamps, names and ad- 
dresses. The cases are made to fit the 
400 ft., 800 ft., 1200 ft., and 1600 ft. 
reels in any desired capacity and are 
also made in special sizes. These Fiber 
bilt cases are made in both the vulcan- 
ized and non-vulcanized fibre, water- 
proofed inside and outside, and are 
equipped with heavy handles, steel 
corners, heavy straps, and are built to 
withstand long wear and rough usage. 


Projection Lens 


The DeVry “Brillante” lens is standard 
equipment on 35mm theatre projection 
installations by this Chicago projection 
manufacturer. Such outstanding theat- 
rical users as Balaban & Katz Theatres 
are equipped. Increased diameter and 
a new optical formula has produced a 
lens giving 40 to 50% more light. Ad- 
dress DeVry, 1111 Armitage Ave., 
Chicago for prices and descriptive 
literature. 


Film Storage Rack 


Typical of the extensive Neumade line 
of film storage and handling equip- 
ment but not included in the previous 
Equipment Review pages because of 
limitation of space is this large open 
film rack. Individual shelves (RK-4) 
hold ten 400-foot reels or (RK-16) eight 
800-foot, 1200-foot, or 1600-foot reels 
each. They may be built up in open 
sections or within closed cabinets, such 
as the Innovation or Combination Units. 
Address Neumade Products Corp., 427 
West 42nd Street, New York for prices 
and complete catalog of these and other 
storage and handling accessories. 


Projection Tilt Table 


Another Neumade product that has 
found considerable favor in the film 
field is this sturdily-built projector table 
of heavy gauge steel with two rigid 
shelves for reels, projector case, etc. 
Top will tilt to any angle up to 10” 
rise smoothly and evenly by two sets 
of spiral gears controlled from single 
hand wheel. Size 30” long, 16” wide, 
36” high. Available with ball-bearing, 
rubber-covered casters $6.00 extra. 





KEYED PRICE LIST FOR 

THE 1940 EQUIPMENT 

REVIEW SENT FREE ON 
YOUR REQUEST 
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IN GOOD COMPANY 


® Products, like men, may be judged by the company they keep. Those 
leaders of American business who have done DeVry the signal honor 
of selecting projection equipment for the showing of their national 
film programs have helped to make the DeVry trademark a symbol 
of quality and dependability. Research and constant development 
toward the perfection of finer equipment in order to better serve these 
and other users is the goal toward which DeVry engineers and execu- 


tives are continually striving. Get the facts yourself before you buy. 


DEVRY 16 MM." INTERPRETER’, 


This theatre quality 16 mm. sound 
motion picture projector is typical of 
DeVry equipment favored by business 
and educational users everywhere. 
Featuring all exclusive DeVry innova- 
tions such as automatic (synchromatic) 
threading; automatic film adjustment; 
filmglide operation; and brilliant 750- 
1,000 watt projection. 1,600-foot film 
capacity; speaker and amplifier in 


separate sound-proofed blimp case. 





Write for full details and low prices. 


All DeVry Projectors Con- Free Illustrated Literature 
on All DeVry Products Will 


Be Sent to You on Request 


form to Underwriter’s Lab- 





oratory Standards of Perfection 











CORPORATION 


Factory & Main Office 
1111 ARMITAGE AVENUE 
CHICAGO, ILLINOIS 







NEW YORK HOLLYWOOD 


Mahers of the Worldi Most Complete Line of 


Motion Picture Sound Equipment and Accessories 


SLIDEFILM 
PROJECTORS 


WIN THE BUSINESS VOTE 


When executives say, “We want S.V.E.,” they do so be- 
cause they know what kind of a projector they are going 
to get. Made by the originators of the Standard Slidefilm 
Stereopticons, S.V.E. Projectors have been serving indus- 
trial film users for more than 15 years. S.V.E. Projectors 
today are standard equipment in all leading sound slide- 
film units. There are S.V.E. Projectors in styles for every 
requirement, from 100 watt units for contact salesmen to 
300 watt projectors for the largest audience. Write for “How 
to Show It” folder and name of nearest producer-dealer. 


SOCIETY FOR VISUAL EDUCATION, INC. 


100 EAST OHIO STREET DEPT. 11-B CHICAGO, ILLINOIS 
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MEAT and ROMANCE 
IN CONSUMER FILM 


(Continued from Page i2) 


of these attractive but lesser-known 
cuts of beef, pork and lamb. 

So Peggy leaves the market con- 
vinced that buying meat can really 
be fun. in fact, 
she asks Sue if cooking meat is as 
much fun. 


But she wonders 


This takes us into the second se- 
quence in which Sue keeps up the 
good work by assuring Peggy that 
meat cookery really isn’t difficult if 
a few fundamental rules are mas- 
tered right at the start. 

As the two girls prepare the din- 
ner, Sue takes advantage of the op- 
portunity to explain these rules, the 
most important one emphasizing 
that meat should always be cooked 
at a low temperature. 

The magic eye and ear of the 
camera catch Peggy’s sigh of relief 
when she hears Sue’s comforting 
voice saying: “Meat cookery isn’t 
complicated. Actually, there are 
only two ways to cook meat by 
dry heat, and by moist heat.” 

Peggy gets a pencil and note pad 
to copy down this welcome bit of 
information. It 
handy later on. 


might come in 

Sue continues: “The tender cuts 
are cooked by the dry heat meth- 
ods, either roasting, 
The 
are cooked by moist heat, either by 
The 
scene in the 
test kitchen where Sue presides as 


broiling, or 
panbroiling. less-tender cuts 
braising or cooking in water.” 
camera fades into a 


the home economist. Sue goes 
through the various steps in each 
of these cookery methods, explain- 
ing as she goes the use of the meat 
thermometer, why searing a roast 
is no longer recommended, how a 
roast can baste itself, and that meat 
should never be boiled, just sim- 
mered, in accordance with the most 
fundamental rule in meat cookery 
low temperature. 

The camera fades out again 
this time to a test kitchen in the 
Bureau of Home Economics of the 
United States Department of Agri- 
culture, where Dr. Louise Stanley, 
chief of and her co- 
workers are busy on a research ex- 


the bureau. 


periment. 
Sue’s off-screen voice explains 
that these research workers are 


identical roasts—one 
cooked at a high temperature and 
the other at a temperature ; 
that the roast cooked at a high 
temperature lost 61% 


comparing 
low 
6 pounds in 
cooking while the low temperature 
roast lost only 3 pounds; that there 
was 214, times as much drippings 
from the high temperature roast, 





Delicious 
« ” 


Heal 





tr icks- of 


Peggy and Sue learn 
the butcher’s trade from McCabe 


which explains the loss in weight; 
and that enough meat to serve eight 
people was sliced off the low tem- 
perature roast 
not 


believe it or 
there was as much meat left 
as in the roast cooked at a high 
temperature. 


and 


Well, we'd better hurry along 
here because Bill gets in front of 
the camera know 
when dinner is going to be ready. 


and wants to 
Isn’t that a man for you every time? 

And Presto! 
the table! But 
around to carving the 
wishes he hadn't 
hurry. So before you know it, se- 
quence the screen 
designed to interest the men folk 
as well as the wives. 


It is ready and on 
Bill 
roast, he 
such a 


when gets 


been in 


three is on 


Dr. Allen, Sr., speaks up to give 
Bill a few tips he picked up while 
watching an expert put on a meat 
carving demonstration recently at 
the community field house. 

While Dad is describing “how 
the expert did it,” the camera fades 
out to actually show the expert go- 
ing through his paces, just as the 
voice of Dr. Allen, Sr., describes. 

By the time the sequence is over, 
dinner is over, too, and the Allens 
retire to the living room for coffee 

and sequence four. 

It’s only natural that with two 
physicians and a home 
specialist in the living 
conversation should get 


economics 
the 
around to 
health and in this case, especially, 
the health value of meat. 


room, 


Listening in on the conversation, 
we hear a very interesting and edu- 
cational story about the health val- 
ue of meat. Sue and Bill and Dad 
all take turns telling Peggy the 
story, and when they have finished 
Peggy knows that meat is a rich 
source of vitamins, iron, phosphor- 
us, copper, calories, and protein; 
that physicians advise feeding meat 
to infants; that meat should be in- 
cluded in both the weight gaining 
and the weight reducing diets; and 
that all people regardless of age, 
sex, or occupation—everybody—as 
science knows thrives on 
meat. 

Well, that sounds like a good 


now 


Business SCREEN 








Animated 
Work” tell the Story of the balance sheet 


sequences in “The Year's 


place to flash “The End” on the 
screen, but not for this picture, 
Meat and Romance. Remember. 
we have one more sequence, and 
sequence five is a highly dramatic 
and effective climax—a parade of 
17 meat dishes in ‘technicolor. 
Your mouth literally waters as 
the technicolor camera moves along 
this parade of meat—first the un- 
cooked meat cut and then the cook- 
ed meat dish, done to a turn and 
garnished to perfection. The camera 
catches all the natural color and 
beauty and appeal of the meat 
you can almost smell the tantaliz- 
aroma and taste the delicious 


soodness. 


ing 


It was the original intention of 
the National Live Stock and Meat 
Board to limit the showing of this 
picture as an educational service to 
high schools, colleges and univer- 
sities. But it was plainly evident 
after its premiere showing before 
the recent convention of the Amer- 
ican Meat Institute, that it will be 
of equal interest to groups of peo- 
ple of any age and in all walks of 
life. 


The machinery has been set up 


for an intensive program of dis- 
tribution. Information regarding 


Veat and Romance, which is a 16 
mm. film, may be secured from the 
National Live Stock and Meat 
107 S. Dearborn St., Chi- 
cago, Illinois. 


Board. 


Films at Front for 


GENERAL MILLS 
REPORT IN FILM 


(Continued from Page 11) 


the basic idea-outline of the film, 
and wrote much of the script him- 
self. 


idea 


(A year earlier he got the 
for stockholders’ 
meetings while searching for some 
means of making the annual report 
more real, human, personal.) Thus, 


his first thought behind the film 


informal 


for this year’s meetings has been 
to tell the stockholders the story of 
the 1940 annual report in picture 
and sound. Called The Year's 
Work, it attempts to reduce the 
accountants’ and auditors’ figures 
to a simple story told through the 
medium of the cinema. 

“The Work,” Mr. Bell 
writes, “is an attempt quite literally 
to look the sheet 
and see what things and actions it 
the complex 
idiom of figures, but in the simple 
language of picture and sound.” 


Year's 
behind balance 


represents—not in 


A pamphlet containing “stills” 
and highlights from The Year's 
Work—and embodying a_ great 
many of the important figures 


which the movie presents—has been 
published and is being given to 
stockholders at the meetings. In 
the introduction to this booklet Mr. 
Bell that individual 


stockholder, regardless of the size 


urges each 
of his holding, lend his active and 
wholehearted cooperation to man- 
agement. The message is called 
“What the Individual Stockholder 
Do,” lists eight duties 
which the individual owner has in 


Can and 
obligation to himself and to the 
company to perform: 

The Years Work represents one 
of the first attempts at an indus- 
trial motion picture produced espe- 
cially for stockholders. 


National Defense 


(Continued from Page Thirteen) 


shortly prove itself to the United 
States Army of tomorrow. 

The mechanics’ training course is 
already in use at six of the largest 
Army Motor Transport Schools 
and at the Army Ordnance School 
at Aberdeen, Maryland. The Mo- 
tor Transport Schools are located 
at Fort Benning, Georgia; Fort 
Sill, Oklahoma; Fort Knox, Ken- 
tucky; Camp Normoyle, Texas; 
Fort Riley, Kansas, and Camp 
Holabird, Maryland. A number of 
C. C. C. Camps 


and_ vocational 
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schools include slidefilms in their 
training courses. West Point con- 
siders them important enough to 
include in the curriculum, as does 
the Visual Educational Department 
of Ohio State University. 

This, however, is only the begin- 
ning. If we are to keep pace with 
the Nazi Panzer corps, who adopted 
the slidefilm method in 
ough German way. 


the thor- 
thousands of 
courses must 
illuminate the 


mechanics’ training 
function where tens 


way today. 





— /T’S HERE AT LAST! — 


WHAT EVERY MOVIEMAKER WANTS 


PERFECTLY SYNCHRONIZED SOUND 
AT A PRICE YOU CAN AFFORD 











B & H 8mm. camera with 
electric motor drive. 





B & H 16mm. projector with 
syncro-sound unit. 





Presto recorder with syncro- 
sound unit. 


PRESTO 
RECORDERS 


make and reproduce high 
fidelity synchronized 
recordings. The model K 
(illustrated) makes rec- 
ords that play 5 minutes. 
The Presto model Y 16" 
recorder makes records 
that play 15 minutes con- 
tinuously, sound foracom- 
plete 400' reel of 16mm. 
film. 


PREST 


World's Largest Manufacturers 


ITH the new PRESTO SYNCRO- 
SOUND SYSTEM you can make 
8mm. or 16mm. talking pictures of your 
family or friends singing, playing, acting 
dramatic sketches. You'll see and hear 
them on the screen, their voices syn- 
chronized perfectly with every lip motion. 
You can bring your silent pictures to 
life with narrative comment, musical 
backgrounds, sound effects. Your sound 
will match each action on the screen 
with split-second accuracy. 

The PRESTO SYNCRO-SOUND SYS- 
TEM gives you theatre quality, syn- 
chronized sound on disc at 1-10th the 
cost of sound on film. It’s simple to 
operate, no intricate adjustments, no 
fumbling with speed controls; the syn- 
chronization is completely automatic 
from start to finish. Ideal for home, in- 
dustrial or educational movies. 

To make and show talking pictures 
you need a Presto recorder and 3 
SYNCRO-SOUND attachments, one for 
the recorder, one for your silent pro- 
jector and the electric drive for your 
camera. To show silent pictures with 
post-recorded narrative you need only 
the projector attachment and the turn- 
table attachment which can be used on 
any home phonograph or record player. 
Numerous photographic dealers and 
recording studios are being equipped to 
make synchronized records for you. 


Write today for prices and our FREE 
BOOKLET entitled ‘“‘How to Make Talk- 
ing Pictures at Home.” 


r 





Presto Model K — inexpensive — portable — easy-to- 
use. Makes professfonal 6", 8", 10" or 12" phonograph 
records that you can play back instantly. on the 
same turntable. 


paaone) Shi, icmeete) tel 7 vale), 


242 West 55th Street, New York, N. Y. 


of Instantaneous Sound Recording Equipment and Discs 








Business Screen 





READ BY EVERY EXPERIENCED FILM USER 
The pages of Business Screen are an authoritative guide to all neu 
developments in the use and production of commercial and edu- 
cational films; users and prospective users of the medium find 
equally 


valuable as an exclusive source. 
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MUSIC + COMEDY 
STARS - SALES 


Use our l6mm. sound-on-film short 
subjects along with your advertising 
films. Your audiences will be pleased 
and you will be satisfied. 


A NEW SERIES 
with such drawing power names as: 
Tony Martin, Ruth Etting, Betty Grable, 
Buddy Doyle, Tom Kennedy, Walter 


Catlett, Jed Prouty, Gene Austin, Billy 
Gilbert and others. 


Sparkling Comedies and Musicals 
2 reels each—modern and up-to-the- 
minute—the last word. 


Also many others in our large selec- 
tion of entertainment and educational 


sound films. 


WRITE NOW—Exclusive 


l6mm. s.o.f. Distributors 


Nu-Art Films 


INC, 


145 West 45th Street 
New York, N. Y. 
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MOTION PICTURE DISTRIBUTION SERVICE 


In all phases for Theatrical and non-theatrical pic- 
tures. The non-theatrical service includes supplying 
projectors, screens, operators, etc., and transportation. 


King Cole’s Sound Service, Inc. 
203 East 26th St., N.Y.C. Lexington 2-678! 


Local operating points in upper N. Y.—N. J. and Conn. 


NEW ENGLAND 
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St. John Street Portland. Maine 





PERSONALITIES 
IN THE NEWS 


@ On pace 17, 


SCREEN reviews one of in 


BUSINESS 


dustry’s noteworthy con- 
tributions to film entertain- 
ment and education: the 
The man 
behind the promotion of 
this ten-star show is C. W. Nebel (above), film 
promotion executive of the Dodge Division, 
Chrysler Corp., Detroit, Mich. A former theatre 
executive who was general manager of Com- 
munity Theatres, Inc., and a director of Wiscon- 
sin’s Theatre Owner organization, Mr. Nebel’s 
efforts are currently making it possible for addi- 
tional thousands of fortunate audiences to see 
this program. 

* Charles Alton Buck has joined the service 
contact staff of the Jam Handy Organization. 
Prior to his joining Jam Handy, Mr. Buck was 
sales executive with Industrial Pictures, Inc. 
William Betts has been appointed to the editorial 
staff of the Handy Organization as a slidefilm 
writer for vocational education. Henry Rosen- 
dahl, scenario writer, playwright and novelist 
has been appointed a member of the sales 
convention department where he will apply 
showmanship in sales conventions for business 
organizations operating nationally. Marjorie 
McKeown Player is a new addition to the 
creative and editorial staffs. Mrs. Player is a 
former free lance writer, at one time connected 
with the Detroit News as educational editor and 
feature writer. 


Dodge program. 





* Associated Sales Company, Inc., Detroit, an- 
nounces six additions to personnel. Gayle Knapp, 
formerly convention manager for the Jam Handy 
organization, has been named Convention direc- 
tor for ASC. George Gladden, formerly writer- 
director with Audio Productions and member 
of the General Motors Public Relations Staff, 
becomes Technical Director. Carroll Sexton, 
formerly with Crowell Publishing Company and 
U.S. Rubber, joins the contact staff as specialist. 

Herbert Futran, author of radio network pro- 
grams Betty and Bob—General Mills, The 
Shadow—Goodrich, Dick Tracy—Quaker Oats, 
joins the editorial department. Lyle Robertson, 
formerly with Walt Disney Enterprises, becomes 
a senior copy writer, 








ALLIED FILM EXHIBITORS, Inc. 


672 South Lafayette Park Place - Los Angeles, Cal 
EXHIBITORS OF 16MM. INDUSTRIAL AND 
PUBLIC RELATIONS FILMS. 

56 exchanges serving 250 communities in the 
Western Trading Area. 


Regional offices 
SAN FRANCISCO * PORTLAND * SEATTLE 











16mm. INDUSTRIAL e MEDICAL 16mm. 


MOTION PICTURE PROJECTION SERVICE 


® Projection service that assures your motion 

pictures receiving the same careful atten- 
tion to detail and sound reproduction as was 
given at the time your pictures were produced. 


TRANS-MEDICA FILMS 


Serving Chicago and all Chicagoland 
4234 Lincoln Ave. e@ Wellington 6830 e CHICAGO 
(Nights and Sundays call River Crove 1162W) 
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SAFEGUARD YOUR FILMS 
— iene 
on 16MM REELS 

FIBERBILT AND FILM 

SHIPPING WHILE 
CASES IN TRANSIT 








WHY? 


WHY? 
WHY? 


¢ WHY IS IT THAT, while every effort is 
made to obtain a beautiful negative once the 
sample print is seen, so many lose interest 
in the quality of the film reaching the public. 


e THE SCREENING, being the package 
containing the film story, should be as im- 
portant to the sponsor as the package con- 
taining his product. 


e SCHOOLS and organizations showing 
sponsored films are invariably critical of 
screening quality. Scratched and “rainy” 
prints mar the effect of the picture and re- 
flect on the prestige of the sponsor. The 
solution to this problem of presenting a 
beautiful unmarred package is the Recono 
process. 


e RECONO rejuvenated film has all the 
“life” of new film. Recono is, moreover, 
exclusive in its field—the removal of 
scratches from 16 mm and 35 mm film, both 
color and black and white. 


¢ RECONO includes a free advisory ser- 
vice for your film problems. 


WRITE 


AMERICAN RECONO, Inc. 


YEARS OF SERVICE TO MAJOR HOLLYWOOD PRODUCERS 


245 West 55th Street New York, N. Y. 








PRODUCER DIRECTORY 
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QUALITY PRODUCTIONS 


BLACK & WHITE & IN COLOR 


bheleSund 
Division of ARRA, Inc. 
WHitehall 515! 


-:- 16 East Ontario Street -:- Chicago 
iaiisatiiea acacia ——— en 


© Motion Pictures ® Slide Films 
© Recording © Animation 


% LATEST COLOR AND SOUND x 
Low Costs Will Please You 


FILM ARTS CORPORATION 


MILWAUKEE, WISCONSIN 
717 W. Wells St. Phone Daly 5670 
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MR. 16 mm. PRODUCER 


We offer you complete 
facilities for scoring 


SOUND 


GEO. W. COLBURN 


LABORATORY 
1197-B Merchandise Mart 


BLACK & WHITE 

KODACHROME 

SPECIAL EFFECTS 
ART TITLES 





CHICAGO 











—in BOSTON see PATHESCOPE 


i FILMING in 16 mm plus color, 
‘Add the lecal angle” 
LIBRARY of rental film, 16 mm sound. 
“Sweeten up the program” 
rd SERV ICE for your Amprosound or Filmosound. 
“Get a swell show from your swell picture” 


“wo PROJEC “TION service complete. 
“Just give us the film and forget the details” 


PATHESCOPE CO. 
438 Stuart St., BOSTON 


Telephone 


COM 0640 





BusINESS SCREEN 





ALL THE SOCIAL REQUIREMENTS of BUSINESS 


// thin theie exctusiue cluh - 


floors and dining VOOMS 
/ 



















*% Twenty North Wacker Drive is proud to be 
one of the few fine buildings in the country 
which offer to their tenants the new concept of 
building service . . . club facilities. 


In this building are TWO COMPLETELY 
APPOINTED CLUBS which give a most 
unique and valuable LOCATION ADVANTAGE 

. » one that in convenience . . . prestige . . . 
comfort . . . and profit cannot be measured in 
dollars and cents. 


Few clubs in America are more luxuriously fur- 
nished than the lounge of the Electric Club on 
the 39th floor at Twenty North Wacker Drive. 


% Just a few steps from his private office, the busy executive whose head- 
quarters are at Twenty North Wacker can step into the quiet luxury of his 
own exclusive club. Here, without loss of time or effort, he and his guests 
may achieve relaxation from the day’s routine while enjoying a perfectly 
served luncheon or an uninterrupted business conference. All these re- 
quirements of business are thus served without encountering the elements 
of weather or of uncertain travel through rush-hour traffic. Luxurious 
appointments afford a maximum of comfort AWAY FROM. BUSINESS 
CARES. 

For group meetings and informal business gatherings, the spacious lounge 
and dining rooms accommodate large or small parties. Service from 
modern, completely-equipped club kitchens provides a large selection of 
delicious foods. In the evening hours, DUR- 
ING THE OPERA SEASON, the club’s dis- 


tinguished cuisine and service make it a 


Asove—Another view of the spacious Electric Club lounge. 









BeLow—The dining room of the Electric Club, where 
Chicago's leading executives meet for lunch favorite gathering place for family groups to 


meet and dine. 


Appress ALL INQUIRIES TO THE 
OFFICE OF THE PRESIDENT— 


Mr. J. C. THompson 





In This Space Next Month: 

Other exclusive advantages of 
20 North Wacker Drive will be 
presented. In the meantime, 
your personal inspection of these 
facilities is cordially invited. 














THE CIVIC OPERA BUILDING. ° AT CHICAGO'S BUSINESS CENTER 
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[ AT TOP SPEED 


BY NATION-WIDE 














' RAILWAY EXPREss! mi 





RAILWAY EXPRESS rushes releases by fast trains and they are delivered 
promptly to clubs, conventions, theaters, schools, private homes and wher- 
ever you've routed them. You get this service at low RAILWAY EXPRESS 
rates, and without extra charge for pick-up and delivery in all cities and prin- 
cipal towns. Use RAILWAY EXPRESS for all your service shipments—films, 
trailers, stills, posters, promotion material—everything that requires top-speed 
handling. A phone call brings us to your door. 





For super-speed use AIR EXPRESS 
— 3 miles a minute... Special pick-up — Special delivery 


RAILWA 


AGENCY INC. 
NATION-WIDE RAIL-AIR SERVICE 


WANTED 


ROAD SHOW OPERATORS 




















© Advertising Agency wants names of 
reliable road show operators who can 
assure good projection before rural and 
small town audiences. Please give towns 
covered, equipment used and approxi- 
mate size of average audience. Address 
reply to Box No. 1, Business Screen, 20 


No. Wacker Drive, Chicago, Illinois. 


NEW DIMENSIONS 


(Continued from Page 16) 


that often the wires had to be 
painted every two or three ex- 
posures, a tremendous time-consum- 
After each move- 
ment we had to wait for the parts 
to stop swaying, even though we 


ing operation. 


used guy wires to prevent excessive 
swing. Thus, through the use of 
guy wires and patience to allow 
enough time for the parts to come 
to rest, we achieved the effect of 
unsupported flight through the air.” 
“The trick section of the picture 
is 890 feet in length; it took nine 
weeks to photograph; on many days 
we were lucky to get nine feet of 
film in back of us. The crane me- 
chanism was rather complicated, 
and credit for its design and con- 
struction rests with the Plymouth 
engineers who cleverly solved all 
the problems involved. The elec- 
trical circuits that made it possible 
to have remote control were very 
complicated; for those who want 
to work it out for themselves, a 
diagram shows the complexities. The 
lighting was planned in advance, 
and all lamps were clamped into 
place so that they could not be in- 
advertantly shifted and thus spoil 
a scene. Two-thousand-watt spots 
together with _ five-thousand-watt 
flood-lamps were used almost ex- 
clusively. Since the lamps had to 
burn through the working day, it 
was necessary to use long-life mazda 
bulbs; color photography arc lamps 
such as used in regular technicolor 
production could not be employed.” 
The entire trick portion of the 
picture was photographed one frame 
at a time, exposures being made by 
the successive frame method of col- 
or separation; the same method as 
is used in animated color cartoons. 
Thus, three exposures were made 
for each frame of the final film, 
one through a red “A” filter, one 
green “B” filter, and one 

through a blue “C-5” filter.” Of 
course, in regular Technicolor pro- 


through a 


duction it is necessary to use a 
special camera so that three nega- 
tives may run through the camera 
simultaneously, but by using the 
successive frame method of color 
separation we were able to avoid 
this. But since we were making a 
three-dimensional picture it was 
necessary to devise a camera with 
two lenses and a negative for each 
running through the camera at the 
same time. It might be interesting 
to see the camera which was used 
shows the ca- 
mera with the mask box and head 
removed. Two filter wheels in 


(see illustrations) : 


front of the lenses revolved as the 


Each Ww heel 


exposures were made. 


contained three filters, which had to 
be balanced correctly for the type 
of light sources used; it will be 
seen that each filter in the wheel 
has an opening of its own. A 
counter device built in the camera 
gave an accurate and constant check 
on each frame exposed. The drive 
mechanism of the camera was op- 
erated by a mechanical reduction 
gear and an electrical clutch, re- 
motely controlled through relays.” 


Coty in Kodachrome 


@ THOSE WHO saw the Coty motion 
picture, Color Song, at the New 
York World’s Fair this summer will 
remember the fine color rendition 
and clever optical wo~k displayed 
in this production. Of course op- 
tical effects are nothing new and 
are relatively simple to do with 
black and white film, but with 
Kodachrome, on which this picture 
was made, optical effects are rather 
dificult. Some of these problems 
are explained by Jack Norling. 

According to Norling, consider- 
able color degradation toward one 
end of the spectrum has always been 
shown by Kodachrome duplicates. 
and this problem becomes very 
serious when additional duplicating 
steps are taken, such as is the case 
when the optical printer is used. 
To maintain a reasonable color 
quality a method of processing had 
to be devised to compensate for 
the color distortion which normally 
occurs. The solution was obtained 
by these two corrective steps: (1) 
in the original production an inten- 
tional distortion toward one end 
of the spectrum was established to 
compensate for the color distortion 
occurring in duplication; (2) a 
color masking matrix was made to 
be used with the original take and 
this together with the master print 
was used for the duplicating step 
in the optical printer. The produc- 
tion of this color masking matrix 
involved considerable experimenta- 
tion and order to 
achieve a final result which was 
acceptable and exhibited a mini- 
mum of color degradation. 


research in 


Mr. Norling told us that many 
of the effects could not be done in 
the optical printer and were done 
in the camera at the time of the 
original exposure. To get these ef- 
fects a Cinekodak Special was used 
which was equipped with a special 
fader device, optical attachments 
in front of the lens and other de- 
vices such as multiple prisms and 
a kaleidoscope. These dev ices were 
mounted so that they could be 
either rotated or moved horizontal- 
ly or vertically during shooting 
by a drive which was attached to 
the cinemotor. 


BUSINESS SCREEN 









whey we aelecled 
AMPRUSOUND PROJECTORS © 


Says a large user of sound projectors: “Our continued choice gf my 
of Amprosound projectors is based on their record of perfor- 4 
3 mance with us.. their simplicity of operation.. their durable 
? construction. They have no tricky gadgets to get out of | . & 
order, and will stand shipment by truck, freight, car, plane 4 , & 
or train, time after time, year after year, without operating 
precision and efficiency being impaired.” 





































Large users of Ampro Projectors 


Here is a partial list of industrial, educational, governmental and other users of 
Ampro projectors who have re-ordered again and again—on the basis of the perform- 
ance of their original purchases. Some of these customers have hundreds of Ampro 
precision projectors in constant operation: Allis-Chalmers Company, American Air Lines, 
Firestone Tire & Rubber Company, Frigidaire Division, General Motors, General Electric 
Company, General Tire and Rubber Company, Massey Harris Company, 
Mead-Johnson Company, Shell Petroleum, Fiske Tire, General Motor 
Acceptance, Servel (Electrolux), Anheuser-Busch, Inc., Stewart- 
Warner, Illinois Bell Telephone, Dictaphone Corporation, 
Wright Air Field, Collins and Aikman, Barrett Company, Union 
Carbon & Carbide Co., Kraft Cheese Company, Keystone State 
Amusement Co., Jam Handy, Wilding Pictures Production, 
C.C.C. Camps in Sparta, Wis., El Paso, Tex., Phoenix Ariz., 
Columbus, Ohio, Fort Bragg, N. C., Ideal Pictures Corpn., 
U. S. Navy Recruiting Service, U. S. Dept. of the Interior, 
Bureau of Mines, U. S. Dept. of Agriculture, Boards of Educa- 
tion in New York City, Chicago, Detroit, Kansas City and 
hundreds of other cities—and many other city, state and 
national government departments. 


tf 


REUONS v Widu 


' 


TATA 


{ 


({| 


Send 
<F : 


Showing complete line of Ampro 16mm sound- 
on-film, silent,and convertible to sound models. 
Thousands of Ampro precision projecters are 
rendering splendid service for the sales depart- 
ments of America’s largest corporations. Find 










AMPRO CORPORATION, 2839 N. Western Ave., Chicago, III. (BS1240) 
Please send me new Ampro Catalog. I am particularly interested in: 


[] New Amprosound 16mm Projectors. 
[) Ampro 16mm Silent and Convertible to Sound Projectors. 


out what they can do for you. 
[) Ampro Continuous Projectors. 
Name 


Address 


PRECISION CINE EQUIPMENT ~~’ Ste 
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A JAM HANDY PICTURE\#®™’, 





a EFRESHMENT THROUGH THE YEARS” 
RI is an exhilarating saga of American 

industrial achievement—the story of 
partnership in enterprise and mutual co- 
operation, bringing together the products 
of science and many mighty industries — 
sugar, glass, steel, cork, lumber, refrigera- 
tion, transportation—in order to provide 
a quality product bearing a famous trade- 
mark which can be profitably retailed 
for only five cents. 


There is nothing wrong 


with American business that 
better selling cannot cure. 


The J A M H A N D >; Onganization 


Sales Meetings ®@ Slidefilms @® Talking Pictures ® Convention Playlets 


° 7 . 
* New York * Hollywood * Chicago * Detroit * Dayton * Wilmington 
19 West 44th’ Street 7046 Hollywood Boulevard 230 N Michigan Boulevard 2900 East Grand Boulevard 702 Mutual Home Building 922 Shipley Street 
VAnderbilt 6.5290 HEmpstead 5809 STAte 6758 


MAdison 2450 ADams 6289 WIlmington 4-240! 
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